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Rough Proofs 


“The Modern Encyclopedia,” ad- 
vertised as containing “every fact 
worth knowing,” is published, appro- 
priately enough, by Wm. H. Wise & 
Co. 

. 9%. 9 


It looks as though several copies of 
“The Modern Encyclopedia” must 
have fallen into the hands of some 
of the members of the Washington 
brain trust. 

*" Ff 


Speaking of the brain trust, their 
publicity has fallen off terribly of 
late. Either their press agents have 
gone to sleep or the advertising spot- 
light got a bit too warm for com- 
fort. 

7, 2 8 


Will Rogers admits that he has 
never met either Mae West or Greta 
Garbo. As far as Will is concerned, 
Hollywood is just a suburb of Clare- 
more, Okla. 

vvweey 


A “dental puffer’ is one of the 
newer types of packages featured in 
the recent displays. It huffs and it 
puffs, and it blows the powder in. 
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The chiseler, Standard Sanitary 
says in its trade advertising, has 
been chased out of the plumbing bus- 
iness. He was probably flabber- 
gasted after one look at those new 
Standard bathtubs. 


, FF 


“Cocktail Hour” is the name of a 
new cigarette introduced in Indian- 
apolis, but the makers won’t quarrel 
with you if you insist on trying it 
while drinking a highball. 
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Miss Janet MacRorie will hereafter 
pass on radio continuities submitted 
to NBC. If this job doesn’t prove 
exciting enough, she can take up 
lion-taming. 

vvwy 


Some business executives, research 
men say, don’t recognize the import- 
ance of survey findings unless they 
are properly dramatized. And still 
there are people who question the 
importance of layout men. 
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Some of the noted contributors to 
Cosmopolitan have declared their 
love, admiration and undying affec- 
tion for prunes. But isn’t this giving 
disgruntled readers almost too good 
a chance for a come-back? 
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First-hand experience with the de- 
pression may explain the recent pros- 
perity, reported by the Department 
of Commerce, of the second-hand 
stores. 

7 vvey 


Englishmen are reported to have 
waxed indignant when they sus- 
pected that a tooth-paste plug had 
been inserted in a moving picture 
film. They would much rather lose 
their teeth than their independence. 
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The order to remove Ohio beer 
signs has been suspended. A good 
wine needs no bush, but of course 
this should not be made to apply to 
Anheuser-Busch. 
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Mrs. Anna Steese Richardson ob- 
jects to advertising copy suggesting 
that newly-weds spend their time 
discussing tooth-paste and such 
like. Everybody knows they really 
talk about shoes and ships and 
sealing-wax and cabbages and kings. 

Copy Cus. 


QUAKER OATS TO 
REPEAT TIE-UP 
WITH BABE RUTH 


Comic Sections in Sunday 
Papers to Be Used 


Chicago, Feb. 28.—A new campaign 
featuring Babe Ruth and a baseball 
premium tie-up will be launched in 
newspapers next month by Quaker 
Oats Company on behalf of Quaker 
Puffed Wheat and Puffed Rice. 
Color pages and half-pages will be 
used exclusively. 

The campaign, placed by the Chi- 
cago office of Fletcher & Ellis, fol- 
lows closely the outlines laid down 
in the similar campaign used last 
year, which is reported to be one 
of the most successful ever run by 
the company. 

While Quaker Oats has not re- 
vealed actual figures on response to 
the 1934 series, it is reported that 
as high as a million Puffed Wheat 
and Puffed Rice box tops were re- 
ceived as a result of a single half- 
page release in the comic sections 
of the newspapers used. It is also 
reported that these two Quaker 
products reached an all-time high in 
sales during 1934. 

“In addition to the pull of the ad- 
vertisements themselves, a_ large 
share of the results obtained was 
due to the whole-hearted support 
of the grocery trade,” L. R. Hawley, 
advertising manager of the Quaker 
Oats Company, declared in discuss- 
ing last year’s effort. 

“Our announcement of the Babe 
Ruth series was met with enthus- 
iasm by the trade, and we were 
able to secure an unusual degree of 
cooperation from both chains and 
individual dealers. More than 200,- 
000 Puffed Wheat and Rice store 
displays, featuring Babe Ruth and 
the alluring giveaways, were in- 
stalled by grocers throughout the 
country, and we received many thou- 
sands of advertising mentions by 
grocers in their own advertisements 
and circulars. Naturally, with such 
tremendous dealer support, the value 
of our own advertising was multi- 
plied. 


Arrange for Follow-up 


“As it became evident that our 
fondest expectations were to be 
more than realized by the actual 
sales returns, we arranged to use 
a Babe Ruth tie-up again in 1935 
as the central feature of our news- 
paper advertising.” 

Advertisements released to news- 
papers for March insertion follow 

(Continued on Page 27, Col. 1) 


Winchell Endorsement 


Causes Court Action 

New York, March 1.—The J. Wal- 
ter Thompson Company has peti- 
tioned the supreme court of New 
York to enjoin Gooderham & Worts, 
Ltd., Fletcher and Ellis, Inc., and 
Walter Winchell against, the use of 
the latter’s name in current news- 
paper whisky advertising. 

The friendly court action was initi- 
ated to determine the effectiveness of 
a clause in Winchell’s air contract 
with Jergen’s which forbids use of 
his name and services by any other 
advertiser during the period of the 
air series. 


SILK REVIEW POSTER 


This poster will appear in the win- 
dows and interiors of more than 
5,000 retail stores during Silk Re- 
view week, March 18-23, accord- 
ing to the International Silk Guild, 
sponsor of the movement. 


HUPP TO STAGE 
BIG PAGEANT OF 
TRANSPORTATION 


Railroads and Air Lines to 
Participate 


Detroit, Mich., Feb. 28.—The re- 
cent sales upswing achieved by Hupp 
Motor Car Corporation under leader- 
ship of the dynamic Archie M. An- 
drews will be registered upon public 
consciousness April 17-25 against a 
brilliant background to be provided 
by a great national Pageant of 
Transportation. 

Railroads and all other transporta- 
tion systems have manifested such 

(Continued on Page 29, Col. 2) 


Full-Page Roto Copy 


To 


Tell Mothers of 


New Libby BabyFoods 


(Picture on Page 6) 


Chicago, March 1.—Bent on cap- 
turing a major slice of the market 
with their new homogenized foods 
for babies, Libby, McNeill & Libby 
on March 3 will launch what is said 
to be the most spectacular and most 
concentrated advertising campaign 
ever released on baby foods. 

Copy will be run in The American 
Weekly and in the rotogravure sec- 
tions of 18 metropolitan newspapers, 
and is believed to set a precedent for 
baby food advertising in that it will 
consist of full pages, with The Ameri- 
can Weekly page running in four 
colors. The combined circulation of 
the publications being used approxi- 
mates 13,000,000. 

Dramatic photographs and copy 
stress one of the strongest emotional 
appeals known—the desire of every 
mother to protect her baby’s health. 
“Life for babies under one year made 
safer—much safer—by this new dis- 
covery,” headlines the first advertise- 
ment. Copy, which was prepared by 
Needham, Louis and Brorby, Inc., 
continues: “Now those uncertain, 
critical months when baby is chang- 
ing from liquid to solid foods are 
made less dangerous. 

“Now solid foods for your baby are 
prepared in a new way so they do not 
irritate or overtask your baby’s deli- 
cate digestive organs. Tragic intes- 
tinal disorders—responsible for more 
deaths in the first year than any 
infectious disease, according to 
United States government census 
records—may now be greatly re- 
duced. 

“And just as important, your baby 
actually receives more nourishment 
from the same amount of food. Now 
it’s easy for you to give him a head 
start in health.” 

Diagrams and photomicrographs 
point out how Libby’s special process 
of homogenizing vegetables, fruits 


appointed J. Stirling Getchell, Inc. 


the Kastor agency. 


Chicago, 


Last Minute News Flashes 


Carroll J. Swan Dies Following Operation 
Boston, Mass., March 1.—Carroll J. Swan, prominent New England 
newspaper representative, and a former president of the Boston Adver- 
tising Club, died this morning following an operation. 
had revived and published the famous old Farmers’ Almanac. 


American Commercial Alcohol to Getchell 
New York, March 1.—American Commercial Alcohol Corporation has 
The account includes the subsidiary 
American Distilling Company, one of the country’s largest distillers. 


Recently he 


Ed Aleshire Heads Kastor Radio Department 
Chicago, March 1.—Ed Aleshire, formerly director of radio for Blackett- 
Sample-Hummert, Inc., and Lord & Thomas, has joined H. W. Kastor & 
Sons Company, Inc., as head of the radio department. 
Paul Schulze Biscuit Company, Chicago, has placed its account with 


Kotex to Leave NBC Because of Censorship 

March 1.—Following a disagreement between the Kotex 
Company and National Broadcasting Company, the advertiser will move 
its radio program, “The Story of Mary Marlin,” to Columbia Broadcasting 
System on April 2. NBC sought to confine promotion to Kleenex, barring 
mention of Kotex or Quest, the latter being a new deodorant. 


Tattersfield New Space Buyer for McJunkin 
Chicago, March 1.—John T. Tattersfield has become space buyer for 
McJunkin Advertising Company, succeeding N. J. Cavanagh, who has joined 
Reincke-Ellis-Younggreen & Finn to work on space and service. 
tersfield was formerly with Erwin, Wasey & Co., among other agencies. 


Mr. Tat- 


and cereal breaks down these solid 
foods into tiny smooth-as-milk par- 
ticles and makes them much more 
easily and completely digestible than 
strained foods. Leading pediatri- 
cians agree that this easy digesti- 
bility of homogenized foods gives 
babies more nourishment and pro- 
tects them against digestive upsets 
that all too often have tragic conse- 
quences, the copy points out. 

Grocers who have seen advance — 
proofs of the advertising predict that 
Libby’s new line will open up a vast 
new market for baby foods, accord- 
ing to the agency. Now, for the first 
time, they see the baby food depart- 
ment in the grocery store as a highly 
profitable section with no “shelf 
warmers” and a large turnover. 

Advertisements in the new series 
go on to explain how Libby offers 
combinations of homogenized foods 
in each tin, thereby making it easy 
and economical for a mother to give 
her baby a balanced blend of all 
essential minerals and vitamins 
every day. There are three vegetable 
combinations, one fruit combination, 
one cereal combination and one soup 
in the line. 

Because doctors exercise a tremen- 
dously powerful influence in baby 
diets, their interest and cooperation 
is being sought with a full advertis- 
ing schedule in professional journals 
in addition to the newspaper cam- 
paign. A series of scientific bulletins 
on “Protective Nutrition” is also 
being mailed to doctors and baby spe- 
cialists all over the country. 

Libby is providing grocers with a 
complete assortment of merchandis- 
ing helps, including colorful window 
posters, counter folders and a novel 
self-service “Kompact” which dis- 
plays the complete line of homogen- 
ized foods for babies. 


Parts, Accessories 
Emphasized in Ford 


Consumer Campaign 


Detroit, Mich., March 1.—Depart- 
ing from the usual practice of con- 
fining its advertising on parts and 
accessories to trade journals, Ford 
Motor Company, beginning this 
month, has launched a new campaign 
which will embrace general maga- 
zines and newspapers as well. 

The campaign got under way in 
the March issues of Popular Me- 
chanics and Popular Science Monthly 
with a unique type of institutional 
copy. Under the headline: “Ford Ma- 
terials and Methods,” the company 
explains the various types of steel 
that go to make up the Ford car and 
how they are selected and controlled 
for quality and high physical prop- 
erties. The significance of skill and 
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precision in the manufacture of the 
resultant parts is also explained and 
the reader is urged, by reason of 
these facts, to insist on genuine Ford 
parts for cars or trucks. 

Besides these two general maga 
zines, the company has also scheduled 
a full page in two colors for the 
March 9 issue of the Saturday Eve- 
ning Post. At this time the com- 
pany will depart from the institu- 
tional type of copy and will concen- 
trate on a direct selling job to the 
consumer introducing the various 
Ford parts and accessories. 

Four national newspaper releases 
to be launched at intervals during 
the year have also been arranged to 
promote the company’s factory ex- 
change facilities for parts and 
motors. In addition to the four 
major releases, occasional newspaper 
copy will be used to announce new 
Ford accessories. 

A typical announcement was re- 
leased this week in metropolitan 
newspapers announcing the new 
Ford radio, custom-built for the new 
Ford car, offering an improved 
speaker centered between the sun 
visors for ear-level reception. 


Start New Agency 
Morton Mandell and Samuel Franz- 
blau have formed a new advertising 
agency, The Blau-Dell Company, with 
- at 60 Park Place, Newark, 


Fifth Packaging 
Show to Open in 
Chicago Tuesday 


Chicago, Feb. 28.—Chicago will be 
the center of interest for packaging- 
minded sales and production execu- 
tives next week, with the Fifth An- 
nual Packaging Exposition and Con- 
ference getting under way Tuesday 
at the Palmer House, and continuing 
through Friday. 

More than 7,500 are expected to at- 
tend the exhibit and the conference, 
sponsored by the American Manage- 
ment Association. 

The conference will open at 9:30 
a.m. Tuesday which has been desig- 
nated as “progress day.” Sessions 
will be held each day. Wednesday 
will be known as “marketing day,” 
Thursday as “production day,” and 
Friday as “materials day.” 

L. R. Boulware, general sales man- 
ager of the Easy Washing Machine 
Corporation, Syracuse, N. Y., will pre- 
sent certificates to the winners in 
the national competition for distinc- 
tive merit in packaging design at the 
annual banquet, to be held Tuesday 
night. Results of the contest were 
announced recently. The containers 
will be on display at the exposition. 

Displaying the old and new in 


packaging, a “Then and Now” sym- 
posium will be held at 2 p. m. 
Wednesday. The Packaging and 
Shipping Conference and Clinic will 
be held from 1:45 to 5 p. m. Thurs- 
day. The Fifth Packaging Clinic will 
take place Friday afternoon. 

Over 50 firms will exhibit the latest 
development in packaging design and 
production, as a practical background 
to the program of conferences. 


Re-elect Walker Heads 


Clarence D. Blessed was re-elected 
president of Walker & Co., Detroit 
outdoor advertising company, at the 
company’s annual meeting last week. 
Other officers re-elected are George 
V. Brandt and Thomas F. Wolcott, 
vice-presidents; Evan P. Bayne, 
treasurer; and Lee A. Kremer, sec- 
retary. All directors of the agency 
were also re-elected. 


Changes Name 


The publication Lighting with 
which is combined Lamps, has been 
re-named Lighting and Lamps, by 
Krieger Publications, Inc., New York. 
A new advertising rate card has been 
issued for the publication, eliminat- 
ing advertising agency commissions. 


Buys “Packaging Arts” 

Breskin & Charlton, publishers of 
Modern Packaging, New York, have 
acquired Packaging Arts from Harry 
Schwartzchild, who started it several 
weeks ago. 
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Advertisers can get their share of this 


business by addressing these free- 


spending 


sportsmen who 


read 


National Sportsman and Hunting & Fishing. 


NATIONAL SPORTSMAN -“ HUNTING & FISHING 


BOSTON 


NEW YORK 


DETROIT 
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be detailed. 


Thompson Company. 


poration, 


Announces Series 
of Market Surveys 


Beginning with the March 16 issue of ADVERTISING 
Ace, this publication will present the results of a series 
of market surveys and distribution studies planned by a 
committee of advertising and research executives. 

The initial report will deal with the outstanding 
trade successes of the past year, based on the reports of 
jobbers in the food product, drug, tobacco, electrical, 
paint and varnish and plumbing supply fields. The mer- 
chandising methods which produced these successes will 


The members of the committee directing the surveys 
are Allan Brown, Bakelite Corporation; Dr. Lyman C. 
Chalkley, Benton & Bowles, Inc.; David B. Reed, Jr., 
Loose-Wiles Biscuit Company; Helen Rockey, Consoli- 
dated Gas Company, New York; Dr. Frank M. Surface, 
Standard Oil Company of New Jersey; Paul Cramer, 
Campbell-Ewald Company; Dr. George H. Gallup, Young 
& Rubicam, Inc.; and Dr. R. L. Watson, J. Walter 


The surveys will be conducted through the national 
field organization of the Ross-Federal Research Cor- 


AGE 


SEE EXPANDED 
ADVERTISING 
OF GIFT WARES 


New York, Feb. 28.—Indications at 
the New York Gift Show held this 
week were that national advertising 
from manufacturers of the type of 
merchandise exhibited will be fully 
as great as last year and that local 
advertising, based on reports of 
greatly accelerated wholesale sales, 
will show a sizable increase. 

The metalware group was out- 
standing in its style leadership and 
the introduction of new designs. 
Attracting special attention among 
exhibitors of this type were Chase 
Brass & Copper Company, Inc.; Ken- 
sington, Inc.; Manning-Bowman & 
Co. and Revere Copper & Brass Com- 
pany. 


Attendance Doubled 


Three hundred lines of merchan- 
dise were shown and the attendance 
the first two days was about 1,200 
buyers, whereas, in the full week a 
year ago the total attendance was 
1,511. This gave exhibitors reason to 
believe that the total attendance, a 
gauge of buying interest, would be 
double last year. Though not as pro- 
nounced, similar tendencies were 
shown in the Chicago show a few 
weeks ago. 

Influence of the modernization pro- 
gram, government sponsored, were 
seen in some sections of the exhibit 
floors where manufacturers featured 
goods, including metal garden furni- 
ture, that should be wanted to com- 
plete the individual home improve- 
ment plan. While there were a great 
many low price lines, a general ten- 
dency away from highly ornamented 
articles was noted in the ascendancy 
of simple and refined designs. 


Newcomer in Field 


Newest of the large metal compa- 
nies in the gift ware and novelty field 
was Kensington, subsidiary of the 
Aluminum Company of America, 
whose initial line was presented last 
fall. The advertising used then in 
the introductory drive consisted 
chiefly of pages and half-pages in 
American Home, Atlantic Monthly, 
House & Garden, House Beautiful, 
New Yorker, Time and Vogue. 

The company had developed a new 
aluminum alloy used for no other 
merchandise than the new lines, 
which fell into five classifications: 
decorative, table service, smokers’ 
articles, drinkers’ articles and desk 


equipment. The line consisted orig- 


inally of 60 items and has been ex- 
panded to 75. 

Success marked the first campaign, 
and the company plans another of 
equal size or larger this year, using 
about the same schedule and a 
straight merchandise presentation 
type of copy. Advertisements will 
appear in April and May, but the 
major part of the campaign will run 
in the fall. Fuller & Smith & Ross, 
Cleveland, are in charge of the ac- 
count. 

Chase expects to devote at least as 
much attention to its specialty lines 
in women’s and home magazines as 
a year ago. Copy will run in April 
or May in American Home, Good 
Housekeeping, House Beautiful and 
Woman’s Home Companion. 

Key executives of the other compa- 
nies were not present at the exhibits 
to tell of advertising plans, but it 
was indicated that they will advertise 
in similar publications at least as 
extensively as last year. 


Visits Trade Fair 


Marc A. Rose, editor of Business 
Week; and Kenneth H. Condit, editor 
of American Machinist, McGraw-Hill 
publications, left New York during 
the past week to visit the Leipzig 
Trade Fair in Germany and to make 
separate studies of business and in- 
dustrial conditions in various Euro- 
pean centers. 


Davis to Coca-Cola 


Oscar Davis has been made assis- 
tant to Hunter Bell in the advertis- 
ing and publicity department of the 
Coca-Cola Company, Atlanta. Mr. 
Davis was formerly engaged in in- 
vestment banking in Atlanta. 


WANTED 
A 
PUBLISHER 


An organization of four expe- 
rienced men now successfully 
acting as the Advertising Man- 
agement, Eastern and Western 
Representatives, and the Promo- 
tion Department for one of the 
oldest and most successful na- 
tional publications in its field, 
are in a position to increase 
their activities by association 
with another publisher in any 
or all of the above capacities. 
Only straight commission on net 
paid business will be accepted as 
remuneration. A publisher wish- 
ing to avail himself of this expe- 
rienced organization without in- 
creasing his overhead write to 


Box 533 
c/o Advertising Age 
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CV & THAT IS ADEQUATE, 


There is much loose conversation regard- kets or with weak second and third rate 


: 
; ing markets and there are too few facts newspapers to put across important sell- 
about the proper coverage of those 


markets. A football coach wouldn't play 


a midget on his team and expect results. Compare the papers comprising Metro- 


ing and advertising campaigns. 


TT OWS ese 


Likewise advertisers who know wahane PONse® #hemy Other Gromp--taie aaa 


aren't taking chances in secondary mar- the story. 
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Metropolitan Weekly 
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buffalo times «chicago tribune e 4 ravure | \ o 
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CANTOR CALLS 
SINCERE COPY 
GREATEST NEED 


Comedian Gives Lowdown on 
Advertising Problems 


New York, Feb. 28.—If Barnum 
were alive today and if he was cor- 
rectly quoted on the subject of the 
public’s gullibility, he could find a 
hot argument with Eddie Cantor, 
master showman of these times and 
head salesman for Pebeco. 

Mr. Cantor is positive the public 
doesn’t like to be fooled and that 
advertisers who set out to kid the 
consumer quickly end up by kidding 
themselves. The difference of opin- 
ion between the past and present 
leaders in the amusement world 
came to light today in an interview 
with Mr. Cantor. 

The meeting with ADVERTISING AGE 
was occasioned by the fact that 
Pebeco sales are reported to have 


increased over 80 per cent since the 
Cantor-written campaign was begun 
less than a month ago. This amaz- 
ing result has given rise to several 
rumors, the most insistent being 
that Mr. Cantor would apply the 
Pebeco principles to a group of non- 
competitive products. 

This was denied by Mr. Cantor, but 
he told ApverTISING AGE of plans to 
center his interests in the advertis- 
ing field in the near future. He will 
be in position, he said, to announce 
details within 30 to 60 days. 


Will Gratify Ambition 


Though heretofore compelled by 
family responsibilities (there are five 
Cantorettes, as everyone knows) to 
devote his talents to the most profit- 
able opportunities available, Mr. Can- 
tor has taken more than an ama- 
teur’s interest in advertising all his 
life. He has frequently acquiesced 
to requests to give advertising advice 
on a fee basis and has passed ad- 
vertising ideas along just for the 
satisfaction of seeing them success- 
fully applied. 

Now that his personal circum- 
stances permit it, he proposes to 
gratify a life-long ambition to make 
a career of creative advertising work. 
Consequently, he speaks with the 
assurance born of experience when 
he says that Barnum, if correctly 


quoted, was wrong. What with Mr. 
Barnum’s success and all, Mr. Cantor 
is inclined to think the late showman 
was misquoted and .-that he really 
meant to say that the public likes 
to be entertained. 

“The greatest fault of advertising 
today,” said Mr. Cantor, “is its in- 
sincerity. The next is lack of show- 
manship. Given these two qualities 
and an honest value and advertising 
cannot fail to sell merchandise at a 
profit. 

“In my contacts with some pro- 
fessional advertising men I have 
been dumbfounded at the way they 
ponder headlines, type faces, illus- 
tration and so on, while they ignore 
the factor of sincerity, which is 
many times more important than all 
these details put together. I would 
rather back a sincere advertisement, 
though it be ungrammatical as_ to 
text and cockeyed as to layout, than 
put my money on a perfect example 
of advertising art which lacks the 
vital spark of sincerity.” 


Tells of Radio Sketch 


To illustrate the ease of writing 
effective copy once one is of a mind 
to be sincere about it, Mr. Cantor 
recalled the reaction to a series of 
sketches included in a radio pro- 
gram about two years ago at the 
suggestion of President Roosevelt, 


GIVES THE ANSWERS 


Eddie Cantor 


the idea being to encourage business 
men to bear down on their advertis- 
ing and selling. 

In one bit of dialogue a merchant 
asked Mr. Cantor to cast his eye over 
a bicycle advertisement in which the 
chaim was made that the product had 
formerly sold for $35 and was re- 
duced to $25. 

“Did you sell any at $35?” asked 
Mr. Cantor. 

“No,” the retailer confessed. “The 
public wouldn’t pay it.” “Then why 
not say so,” the famous comedian- 
advertising man suggested. “Simply 
say you tried to get $35 for this 
item because you thought it was 
worth it, but now you find you can’t 
sell at that figure you will be glad 
to take $25.” 


Entertainment Expected 


Many retailers promptly adopted 
this suggestion, as well as others 
made by Mr. Cantor in the radio 
series to impress business men with 
the wisdom of going to extremes to 
get truthfulness into their copy. He 
received hundreds of letters enclos- 
ing examples of advertisements 
based on his copy philosophy and re- 
porting excellent sales results. 

It is Mr. Cantor’s theory that the 


public was trained to expect enter- 
tainment as a part of the selling pro- 
cess long before the advent of mod- 
ern mediums of advertising. He be- 
lieves it is desirable to give the 
consumer the entertainment he likes 
and expects and that there is no 
reason for being apologetic about it. 

“The medicine pitchman frankly 
promised his prospects a good show 
and fulfilled the promise,’ said Mr. 
Cantor. “There is no evidence that 
his customers thought any less of the 
snake-oil compound because they en- 
joyed the banjoist’s music and the 
wiggles of the harem queen. 

“Modern advertising tends to at- 
tract prospects with a spectacular 
lobby display and to fill them with 
resentment once they are inside be- 
cause there is nothing entertaining 
or amusing about the show.” 

To prove his point that an effective 
measure of entertainment can be in- 
corporated even in a short slogan, 
Mr. Cantor cracked off with, “Every 
Knox is a boost.” He said that the 
hat company could have this for the 
taking. 


Toilet Soaps Are Placed 
Under Retail Drug Code 


The National Industrial Recovery 
Board has rescinded the administra- 
tive order of June 15, 1934, which 
exempts toilet soaps from the loss 
limitation provisions of the retail 
drug code. The board’s action is ef- 
fective March 13. 

Under the rescinded order, the re- 
tail sale of toilet soaps was subject 
to a loss limitation provision corre- 
sponding to that of the retail grocery 
code, forbidding sales below invoice 
cost plus six per cent. The retail 
drug code prohibits sales below man- 
ufacturers’ wholesale list price per 
dozen. 


Baltimore Adclub 


Sponsors Lectures 


A series of lectures on the funda- 
mentals of advertising will be inaugu- 
rated by the Advertising Club of 
Baltimore on Monday evening, March 
18. Speakers of recognized standing 
will cover virtually every phase of 
advertising practice. 

Each member will be permitted to 
sponsor the attendance of one addi- 
tional person, an employe or friend 
interested in the study of advertis- 
ing. 


We 


own, and offer all or part, 
subject to prior sale— 


$25,000 Federal Publications, Inc. 
Secured 6% Notes, due November 
1, 1943, priced at the market to 
yield over 10% to maturity. 


These notes are a secured obligation of 
the company owning the following 
Michigan newspapers — Lansing State 
Journal, Grand Rapids Herald, Battle 
Creek Enquirer & News, together with 
Newspaper Engraving Co. of Grand 
Rapids. 


THIS OFFERING IS SUBMITTED TO P 
THOSE INVESTORS WHOSE _INTI- 
MATE KNOWLEDGE OF THE NEWS. 
PAPER PUBLISHING INDUSTRY 
QUALIFIES THEM TO JUDGE THE 
MERITS OF THIS ISSUE. 


Full particulars pertaining to these bonds 
available upon request. 


td REEL 


Of course it’s fresh, sir! 


A few still have to be shown but scores of advertisers who have concentrated 
lowa sales efforts in The Des Moines Register and Tribune KNOW. 


CRAY, MSCFAWN & COMPANY 


| 416 Fidelity Building 


Covering over 40% of all lowa families; more than a quarter million circulation; 


lowest milline rates in lowa. 


CHerry 6828 Detroit 
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As tales are counted nowadays, the 
Parable of the Prodigal Son is a short, 
short story, for it is told in 524 words. 

Yet in the sheer emotion of this 
simple piece of great fiction the fathers 
and mothers of sixty generations have 


found the inspiration of forgiveness and . 


the motive for hospitality. 

For not alone during nineteen hun= 
dred years has it kindled the hearth= 
fires for the errant son, but it has kept 
them bright for the familiar home folks 
and the welcome guest. 

In Today’s Great Fiction the essen= 
tial plots invariably recur...the basic 
emotions are infinitely repeated. The 
story of the prodigal has appeared in 


; Copyright, International Magazine Co., 1935 


7 rins Hither the Fatted Calf” 


~ 


~ 
~ 


S57 


Y/ 
“THE MOST INFLUENTIAL 


BOOKS, AND THE TRUEST 


IN THEIR INFLUENCE, ARE 
| WORKS OF FICTION”, SAID 
ROBERT LOUIS STEVENSON. 
“THEY RE-ARRANGE, THEY 
REPEAT, THEY CLARIFY THE 
LESSONS OF LIFE” 


many guises...it will appear in many 
more. But its symbolism remains con= 
stant and true. 

And the fatted calf is transmuted 
into a myriad of fine foods, exceeding 
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From a print in the collection of the New York Public Library 


those of any previous time in history 
in variety and richness. 

For those of us concerned in their 
distribution is there any background 
to compare with Today's Great Fiction 
...any setting against which the ap= 
petizing and appealing story of rare 
delicacies and staple necessities can be 
placed to better advantage? 

The most stimulating...the most 
profitable... background for Effective 
Advertising is Great Fiction. Men who 
sell know its power. Since, by critical 
appraisal, Cosmopolitan publishes more 
Great Fiction per issue than any other 
magazine, it is evident that Cosmo= 
politan is a better advertising medium. 


Cosmopolitan 
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Five-Year Protection 


Stressed in Huge G-E 
Refrigerator Effort 


Cleveland, O., Feb. 28.—The new 
1935 General Electric refrigerator 
campaign will get under way early 
next week with first copy appearing 
as a color spread in the Saturday 
Evening Post of March 9. Long life, 
five-year protection, and models, 
sizes and prices to fit every purpose 
and pocketbook, will be the featured 
talking points in the drive. 

Father Time, himself, is being 
drafted in the campaign to stress 
G-E’s great performance record. Ini- 
tial copy shows the old gentleman 
scratching his head in great perplex- 
ity as he gazes at one of the com- 
pany’s latest Monitor Top models. 
Past records, showing a combined 
total of more than 40 billion operat- 
ing hours for the G-E Monitor Top, 
will be laid before the public. “The 
Ageless Mechanism That Defies 
Time” will describe the device. 

According to A. L. Scaife, adver- 
tising and sales promotion manager 


of G-E’s specialty appliance sales de- 
partment, the introduction of several 
new models, the adoption of her- 
metically sealed units in all but two 
large new Flatop models, a material 
reduction in operating costs and not- 
able increases in refrigeration capa- 
cities, are the outstanding features 
of the 1935 line of domestic refriger- 
ators. It is by far the most complete 
line the company ever has offered. 


Many New Models 


New G-E refrigerators include a 
four cubic foot Monitor Top model, 
designed largely for apartment house 
use; a six cubic foot Monitor Top, 
and two large two-door Flatop mod- 
els with capacities of 12 and 15 
cubic feet. All of G-E’s 14 domestic 
models, with the exception of the two 
large Flatops, now are equipped with 
hermetically sealed refrigerating 
units in the same manner as the 
famous Monitor Top, and carry five 


years protection on the mechanism. 
The present complete line includes 
nine Monitor Tops, four Flatops, and 
one Liftop. 

An important mechanical improve- 
ment incorporated in all 1935 models 
is forced oil cooling designed to pro- 
long the life of the motor while giv- 
ing more quiet and efficient opera- 
tion. 

According to Mr. Scaife, 97 per 
cent of G-E refrigerators in use five 
years are still giving satisfactory 
service, and the sagas of satisfied 
users will play an important part in 
the new campaign. 

The pretentious 1935 advertising 
campaign, which will be directed by 
Maxon, Inc., embraces a wide range 
of national magazines. A regular 
monthly schedule will be maintained 
with several messages each month 
during the peak season. The maga- 
zine list, which is expected to reach 
practically every home in the coun- 
try, includes American Home, Amer- 
ican Magazine, Better Homes & Gar- 
dens, Collier’s, Cosmopolitan, Coun- 
try Gentleman, Electricity on the 
Farm, Fortune, Good Housekeeping, 
House Beautiful, Ladies’ Home Jour- 
nal, McCall's, National Geographic 
Magazine, New Yorker, Parent's Mag- 
azine, Popular Science Monthly, Sat- 
urday Evening Post, Time and 
Woman's Home Companion. In ad- 
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“Our experience proves that it 
is profitable for us to maintain 
a high standard for our pack- 
aging. We have formed the 
habit of looking to ‘US’ be- 
cause there is never any 


question of quality with them.” 


THE ZANOL PRODUCTS CO. 


lackag 


home selling . . 


ed for 


Home Selling. 


Repeat sales, even on products handled by dealers, depend on the selling done 
in homes— by quality of product, of course; but the package is important, 
too... Mrs. Consumer, whether conscious of it or not, likes the bright spots 
of color which attractive packages bring into her home. She likes them because 
they look well, but they do a real job for the manufacturers of those products: 
They remind her to ‘repeat’ on the same items; and the salesman who comes 
to her door has a much easier task if he can display a well-packaged line. . . 
In the ZANOL Line, each package has its own distinct identity, but a 
strong resemblance unites them all—a pretty smart family, packaged for 
. These ZANOL products are packaged by “US”. The aggres- 
sive producers of the ZANOL Line rely on "US" for packages which fit in 
profitably with their marketing plan . . 


. We can serve you, too. 


Fic UNITED STATES PRINTING 


_& LITHOGRAPH COMPANY 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St. 


BALTIMORE 
420 Cross St. 


FULL PAGE FOR LIBBY BABY FOODS 


MUC H SAFER 
by this 


discovery 
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Homéaenized 


FOODS FOR BABIES 


Color page which will appear in "The American Weekly" Sunday. 


Story on 


Page |.) 


dition to the refrigerator campaign, 
a separate schedule will be run fea- 
turing the G-E range and dishwasher. 


Variety of Merchandising Helps 


Reprints of all national advertis- 
ing will be made available for sales- 
men, for window trims and for show 
room display. Enlarged blow-ups of 
at least one national advertisement 
will be made available each month. 

Twenty-four-sheet posters will be 
made available four times during the 
year with two in the spring and two 
in the fall. In addition, three-sheet 
posters will be offered to supplement 
the larger ones. Special layouts and 
copy will also be supplied for painted 
walls or highway boards. 

A wealth of window display mate- 
rial is being offered. A regular serv- 
ice will be provided including eight 
displays for the year, many of the 
displays being animated with flasher 
light effects. Window streamers, a 
poster frame service, papier-mache 
penguins, and other colorful pieces 
will be available. 

For store identification, G-E offers 
an illuminated dealer sign in two 
colors for day and night publicity, 
an exterior sign on the “10 Best 
Home Servants,” a refrigerator iden- 
tification sign for window or interior 
use, world globe sign for display, re- 
frigerator neon sign, miniature 
poster, small refrigerator sign, and 
window valances. 

For radio use, script will be fur- 
nished for spot announcements over 
local stations. Up-to-the-minute copy 
for the opening and closing an- 
nouncements of dealer broadcasts 
will also be offered. 

Each month a series of newspaper 
advertisements will be released in 
various sizes from ten to 90 inches. 
These will be supplied in mat form. 
Publicity articles will also be sent 
out regularly for use by G-E dealers 
in home town newspapers. Cooking 
school publicity and publicity mats 
tying up with current news events 
will likewise be released. 


Must Direct Mail Material 


In the direct mail field, G-E offers a 
rotogravure pictorial of eight pages 
telling the complete story of “The 
New Art of Living Electrically.” The 
Bliss family will continue as a G-E 
feature and a unique series of direct- 
by-mail folders using the typical 
American family to tell the General 
Electric kitchen appliance sales story 
will be offered. Post cards will also 
be available. 

An abundance of sales literature 


will again be printed for dealer use, 
including general material and spe- 
cialized offerings striking at definite 
markets. Booklets, folders and en- 
closures of many types are available. 

Motion pictures for 1935 promotion 
include “Just Around the Corner,” 
featuring Bette Davis, Joan Blondell, 
Warren William and Dick Powell; 
“Sealed-In-Steel,” a dramatic two-reel 
picture; “What Are You Doing To- 
night,” an inspiring and entertaining 
success story for salesmen; “A Horse- 
shoe For Your Glove,” a_ two-reel 
sound picture featuring Graham Mc- 
Namee; and “Illustrated Sales 
Talks.” 

In addition G-E offers the facili- 
ties of its home service department, 
for local cooking schools and cam- 
paigns; sales training courses for 
salesmen; the G-E specialty appliance 
sales department’s monthly maga- 
zine, “On the Top”; sales contests 
for seasonal and general stimulation; 
and sales tools of various kinds. 
Three types of General Electric sales 
coaches will again take to the road 
as the company’s stores on wheels. 


Find Weitzman Guilty 
of Daiches Slaying 


Irving Weitzman, owner of the 
Dottie Lee bakery chain, Chicago, 
was found guilty of the murder of 
Eli Daiches, who was president of the 
Thomas M. Bowers’ Advertising 
Agency, Chicago, by a Chicago jury 
last week. The jury fixed his punish- 
ment at life imprisonment. His argu- 
ment for a new trial was to be heard 
March 1. 

The prosecution charged that the 
defendant hired the killing of the 
advertising executive for his $317,000 
insurance, which was payable to the 
agency. Mr. Daiches was shot to 
death March 3, 1934, in Chicago. 


Will Hold Copeland 


Bill Hearings Soon 


Hearings on the Copeland pure 
foed and drug bill will be held early 
this month, ADVERTISING AGE has been 
informed by the office of U. S. Sen- 
ator Bennett “Champ” Clark, chair- 
man of the sub-committee of the 
commerce committee to which the 
bill has been referred. 

It is understood that procedure rel- 
ative to simultaneous consideration 
of other bills affecting the food, 
drugs, and cosmetics industries, has 
not been decided upon. 


Gets Jeldrin Account 


Gane & Ingram, New York City, 
have appointed Scheck Advertising 
Agency, Newark, N. J., to handle ad- 
vertising of Jeldrin for Colds. 
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new 
circulation (estimated. net) to. 


*Gain is figured in terms of the 
old 429-line page-- ; New rates 


not effective until August issue. 
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PLANS TO WELD 
CONSUMERS INTO 
POWERFUL GROUP 


Household Science Institute 
to Certify Advertising 


Chicago, Feb. 28.—Under plans be- 
ing launched by the Household Sci- 
ence Institute, Chicago, advertising 
copy of manufacturers will be exam- 
ined and certified for truthfulness. 

Chester K. Hayes, managing direc- 
tor of the Institute, this week de- 
scribed to ADVERTISING AGE the efforts 
being made to organize American 
housewives into a powerful consum- 
ers group. 

Plans call for formation of a con- 
sumers’ “Committee on Consumer 
Education” determining the policies 
and standards of the Institute, in 
turn to be supported by fees paid by 
manufacturers for the research, cer- 
tification and education services of 
the Institute. 

Aims of the proposed program for 


the Institute will be discussed at the 
Midwest Cenference on Homemaking 
to be held at the Hotel Sherman, Chi- 
cago, March 19-21, under sponsorship 
of the Illinois Congress of Parents 
and Teachers and the Household Sci- 
ence Institute. A “Homemaker’s 
Code” will be presented for adoption. 

Groups cooperating in holding the 
conference include the Indiana, Iowa, 
Michigan, and Wisconsin Congresses 
of Parents and Teachers, the Chicago 
and Cook County Federation of 
Women’s Organizations, and other 
leading groups. Prominent speakers 
will address the conference. 

“Homemakers are in need of home- 
making and buying guidance, and ad- 
vertisers and merchandisers are seek- 
ing consumer acceptance and confi- 
dence; through the medium of a third 
party, the Institute, the needs of 
both may be met,” Mr. Hayes said, 
in outlining the program of the In- 
stitute. 

“The Institute is not interested in 
endorsing brands,” Mr. Hayes de- 
clared. “It will tell housewives whom 
to believe and how to buy, not where 
to buy or what to buy.” 


Will Provide New Service 


The Committee on Consumer Edu- 
cation, to be formed following the 
Chicago conference, will be composed 
of educational authorities, and repre- 
sentatives from leading consumer 


groups, such as the parent-teacher 
associations. 

Through a research staff of the In- 
stitute, advertising copy will be in- 
spected to ascertain conformity with 
the standards and policies set by the 
Committee on Consumer Education, 
Mr. Hayes explained. The Institute 
will substantiate the manufacturer's 
advertising assertions, and once the 
proof is obtained, the Institute’s 
declaration that the statements are 
true may be reproduced in any adver- 
tising placed by the manufacturer, 
Mr. Hayes stated. 

“Intelligent homemakers know that 
discriminating buying does more 
than merely yield full value for 
every dollar spent,” consumers will 
be told in a forthcoming booklet. 
“They recognize that it enables them 
to have certain comforts and even 
occasional luxuries which could not 
be had if less care and judgment 
were used in expending the family 
income.” 

Such discriminating buyers want 
honest guidance in their shopping 
practices, and authoritative stand- 
ards of quality in relation to price, 
it is stated. 

Women’s’ clubs, parent-teachers 
associations, church societies, and 
other groups are trying to aid in edu- 
cating toward more intelligent buy- 
ing, but find themselves handicapped 
“by lack of facilities for acquiring 


OVER 


3200 Good Towns 
Sitensively al ne Steoke! 


A Profitable Market... An Effective Medium 


circumstances. . . 


not exist! 


their readers. 


- 


OUR advertisement will go farther 

and strike deeper if you use a me- 
dium that enters practically every home 
in 3200 good small towns—the biggest 
medium in the small town field. A me- 
dium that effectively covers a profitable 
market of 10,000,000 people—and the only 
one of its kind that does! 

Western Newspaper Union offers you 
the selling power of its tremendous sales 
influence in these 3200 small towns where 
business is good. Thirty-two hundred 
weekly newspapers will carry your sales 
messages to interested people in good 


living are high . . . incomes are stable 
- . . destructve price competition does 


Weekly newspapers enjoy unusual 
reader confidence. 


esletn 


DAVID MAGOWAN 
310 E. 45th St.. NEW YORK 


ules. 


- where standards of 


They are close to 


National advertising in these 3200 small 
towns is as easily handled as that of any 
single metropolitan market. Just one order 
is issued to us. 
regardless of the number of papers used. 
We take care of all the detail—checking 
copies, invoicing and revision of sched- 


Only one cut is required 


Many national advertisers are discov- 
ering this profitable advertising market 
for the first time and are getting increased 
sales and profits from it. 
have national distribution, the papers are 
available in sectional groups to fit almost 
any degree of distribution. 


If you do not 


Write today for our new rate card giv- 
ing rates and full information on how to 


reach this profitable market. 


EARL E. SPROUL 


ewspaper Union 
210 S. Desplaines St., CHICAGO _——_ 


evaluating and disseminating au- 
thoritative information,” the booklet 
will declare. 

“They hesitate to accept the offers 
of commercial enterprises to supply 
basic information, for fear of becom- 
ing channels of biased propaganda. 
Yet such authoritative standards and 
significant data, are of course, de- 
veloped by manufacturing and com- 
mercial enterprises in the natural 
course of their business development. 
How then, can they be put at the 
disposal of the consumer, free from 
bias and prejudice? The answer is, 
through the Household Science Insti- 
tute, organized not for profit, but for 
educational and research purposes.” 

The work of the Institute falls 
into two major divisions, it is pointed 
out: 

Many Speakers 


“First, the dissemination, without 
charge, of information which will 
guide and enlighten consumers in 
their buying practices. This is ac- 
complished through consumer groups, 
the press, educational literature, and 
allied channels. 

“Second, the services of testing, re- 
search, and certification. All stand- 
ards and policies of these two divi- 
sions are established by a committee 
on consumer education composed of 
educational authorities and leaders 
of consumer groups. 

“The activities and findings of the 
Institute are enabled to remain un- 


»|}biased and free from advertising 


propaganda because financial support 
and all business transactions are as- 
sumed by a separate organization, 
Consumers’ Relations Service. This 
body receives fees for the testing and 
research service of the Institute, 
irrespective of its subsequent find- 
ings, and authorizes the certification 
service, provided the standards and 
policies fixed by the committee on 
consumer education, have all been 
met.” 

In the near future the Consumers’ 
Relation Service division of the Insti- 
tute will probably be incorporated, 
Mr. Hayes said. 

Mrs. Arthur R. Williams, Normal, 
Ill., president of the Illinois Congress 
of Parents and Teachers, will preside 
at the consumer conference. Mrs. 
B. F. Langworthy, Chicago, president 


of the National Congress of Parents 
and Teachers, and Ruth O’Brien, 
chief of the textile division, U. S. 
Bureau of Home Econcmics, will be 
among the featured speakers at the 
conference. 

Other speakers will be A. Lawren 
Brown, director of the American 
Association of Economic Education; 
Paul Douglas, professor of economics, 
University of Chicago; Dr. Adelaide 
Baylor, national chairman of home- 
making for the National Congress of 
Parents and Teachers; and Dr. 
Josephine Peirce, Lima, O., vice-presi- 
dent and chairman of the committee 
on standards of the General Federa- 
tion of Women’s Clubs. 

Twenty-five thousand tickets. of 
admission to the conference are being 
distributed to parent-teacher associa- 
tions, church societies, and other or- 
ganizations. 


Reach Prepares Two 
Drives for Carrier 


Preparation of two campaigns for 
the Carrier Engineering Corporation, 
maker of air conditioning and refrig- 
eration equipment, has been started 
by the Charles Dallas Reach Adver- 
tising Agency, Newark, N. J. The 
company recently announced a re- 
sumption of its advertising activities 
in 1935. 

The company will advertise its 
unitary equipment in a list of news- 
papers, and larger equipment in na- 
tional magazines. Business publica- 
tions and direct mail will also be 
employed. 


Upson Names Shedd 
as Sales Director 


Harry R. Shedd has been appointed 
director of sales of The Upsen Com- 
pany, Lockport, N. Y., maker of Up- 
son board and Upson fibre tile. 

Mr. Shedd has been connected with 
The Upson Company since 1925. He 
was previously associated with Ar- 
mour & Co., Chicago, for 17 years. 


Seib, Johnson Open 
Agency in Jersey City 
Franklyn J. Seib and E. T. John- 
son have opened an advertising 
agency at 64 Jordan Ave., Jersey 
City, N. J. 
The agency will be known as Nuva 
System. 


ERN IOWA. 


SALES 
SKYROCKET IN 


Southwestern lowa 


Advertisers using the COUNCIL 
BLUFFS NONPAREIL in this area 
have found the pulse of the market 
and the result-producing qualities 
of the one newspaper which circu- 
lates exclusively in SOUTHWEST- 


Perhaps the statement that The 
NONPAREIL carried 625,000 lines 
of retail food advertising in 1934 in 
addition to the usual heavy national 
food linage has something to do with 
the fact that COUNCIL BLUFFS is 
the fifth food market in IOWA. 


Cé COUNCIL BLUFFS fou 
NONPAREIL 


Cuckusive southases Rothenburg & Jann, Inc., Representatives. 
Nonpareil Engraving. 
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The SUNDAY OKLAHOMAN 


| informs — ss 


. | Oklahoma City Bank Debits 
S@ § | Coes Up 16% in January 


Bank debits in Oklahoma City, the state’s capital 


oe e and largest city, showed a total of $89,849,000 in 
e the Oki ft h oO Mm fa C ity 5 January, a-16% increase over the same month last 
' ; year. Concentrate your sales activities in the Okla- 
homa City market, where selling is easier because 
Mi a rket A re a f 4 people are buying. And concentrate your Sunday 


advertising in the Sunday Oklahoman. 


No outside Sunday newspaper penetrates the Oklahoma City market 
area---domain of the Sunday Oklahoman. 


To the people who live within the Oklahoma City shopping area, the 
Sunday Oklahoman is the BIG newspaper and Oklahoma City is the 
BIG city. 


Geographical location accounts only in part for the Sunday Oklahoman’s 
position of dominance. The Sunday Oklahoman is a complete metro- 


politan newspaper in all that that statement implies. 


One hundred fourteen thousand families (latest audit) read its 48-76 
entertaining pages each Sunday---they find neither time nor need for 
any supplementary outside newspaper because: 


First of all the Sunday Oklahoman is a good newspaper with full 
coverage of news: international, national, local. Always well illustrated 
it now offers wirephoto service. Oklahoma features, Oklahoma art, 
Oklahoma pictures in abundance are added to the world’s most popular 
syndicated features. Too, it contains twelve pages of comics in four 
colors and a society-feature section, with a cover in photographic 
natural color that is about the finest job of newspaper color printing 
that is being done anywhere today. 


Advertisers like the Sunday Oklahoman - gains in general, local and 
classified last year aggregated an increase of 34.77%. Readers too 
showed their approval with a circulation increase of 5.28%. 


The Sunday Oklahoman is a profitable advertising medium and the 
only way to reach the Oklahoma City market area on Sunday. 


DALLAS 4 720 miles 
This map shows one good reason 


. why outside Sunda Ss 
THE DAILY OKLAHO MAN ‘donot penetratethic Oklahor | a 
| OKLAHOMA CITY TIMES = [Lt Market Area 


National Representative - E-KATZ: Special Advertisung Agency 
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Packaging As a Factor in Modern 
Merchandising 


The annual packaging exposition of 
the American Management Associa- 
tion will be presented at the Palmer 
House in Chicago March 5-8, and will 
again emphasize the important place 
which this activity has assumed in 
the merchandising field. Its im- 
portance has been recognized to an 
extent which has transferred it from 
the production department, whose 
chief concern it formerly was, to the 
marketing section of business. 

The attendance of business execu- 
tives interested in the development 
of the best packages in which to pre- 
sent their products to the consuming 
public usually runs into the thou- 
sands, providing opportunity on the 
one hand for the discussion of im- 
proved packaging methods and ideas, 
and on the other for visual demon- 
stration of products and materials de- 
veloped for packaging use. The ex- 
position thus represents a definite 
opportunity for stimulating interest 
in the further application of technical 
advances in the packaging field. 

Advertising and merchandising ex- 
ecutives have frequently made the 
package the focal point for the de- 
velopment of effective strategy in 
consumer promotions, since its repro- 
duction in advertisements and its 
presentation in the windows, on the 
counters and on the shelves of retail 
stores provides immediate identifica- 
tion of the product. More appealing 


designs in packaging not only furnish 
opportunity for more effective adver- 
tising, but also provide successful 
tie-up between advertising and dealer 
display. 

At the same time, trends in packag- 
ing are being guided not only in the 
direction of more effective displays, 
but greater utility from the stand- 
point of the consumer as well. After 
all, the package is the container for 
the product, and its function is one 
of convenience in handling, protec- 
tion of the product and safe trans- 
portation, as well as of sales promo- 
tion. The interest of the production, 
traffic and advertising departments 
must thus be built around the primary 
idea of service and utility as well as 
increased display values. 

The program and exposition proper 
at the Palmer House next week have 
been built with a view to furnishing 
a maximum of information and stimu- 
lation, with emphasis on the practical 
phases of packaging development. 
Experts in design may cross swords 
occasionally with those whose con- 
cern is chiefly with production and 
package use; but all the interests rep- 
resented at the exposition may safely 
be compromised on the sound basis 
of adding merchandising values 
through improved display plus 
greater convenience and service of 
the ultimate user of the packaged 
product. 


Regulating Advertising from Within 


ADVERTISING AGE commented with 
approval on the work of the National 
Better Business Bureau and its local 
affiliates in connection with the 
twenty-fifth anniversary of the initia- 
tion of this valuable work. Its sig- 
nificance from the standpoint of the 
willingness and ability of advertising 
to regulate itself has not perhaps been 
sufficiently stressed. 

In an interview published in the 
February 23 issue of ADVERTISING AGE, 
Edward L. Greene, managing director 
of the National Better Business Bu- 
reau, expressed himself vigorously 
and effectively on the subject of regu- 
lation as now practiced and that pro- 
posed by professional champions of 
the interests of consumers as opposed 
to those of the all-devouring adver- 
tiser pictured by the Tugwell school. 

“The history of our movement,” he 
said, “demonstrates that reputable ad- 


vertisers, agents and mediums are 
wholly capable of exercising a regula- 
tion of advertising and business prac- 
tices affording far more protection to 
the consumer than any system ope- 
rated by the government or ‘disin- 
terested consumers’ champions.’ This 
fact would be quickly and thoroughly 
understood by consumers if they were 
informed of the bureau’s work and 
its results.” 

Since better business bureau activi- 
ties were originally organized and 
sponsored by advertising, and since 
both advertisers and publishers are 
chiefly represented in their organiza- 
tions today, the demonstrated effi- 
ciency of this work in eliminating 
frauds and questionable advertising 
and merchandising practices should 
be presented as the most convincing 
proof of the policy of all advertising 
interests in protecting the public. 


5 Cents a Copy, $1 a Year 


SPOILING THE WINTER VACATION 


way 
WE aes ees - Wworkway 


—Chicago Daily News. 


"Now if we could only get a billboard concession on Morro 
Castle. . . ." 


Voice of the Advertiser 


“Train of Hardware 


Progress” Proves Success 


To the Editor: We are enclosing 
a story and some pictures covering 
our recent “Train of Hardware Prog- 
ress” tour. This advertising and 
promotion plan was originated by 
this organization over a year ago. 
The first trip was made in January, 
1934, over a 1,300-mile route cover- 
ing about 29 towns. About 50,000 
people inspected our first exhibit 
train. The 1935 trip covered 3,800 
miles when 55 towns were visited. 
Nearly 80,000 people inspected the 
exhibits. 


In this type of promotion, we at- 
tempt to get over the idea to our 
independent retail merchants that 
they have the backing of a substan- 
tial and aggressive organization, 
placing them in a position to serve 
their customers with lines as exten- 


publicity were handled by ourselves. 
Thirty-seven full pages of tie-up ad- 
vertising were placed by our dealers. 
More than 1,400 inches of publicity 
material were published by newspa- 
pers in their news columns. Nearly 
100 pictures were taken of the ex- 
hibits in the train. Two photograph- 
ers worked one entire night securing 
the pictures. 
A. J. Prescort, 
Advertising Department, Kelley- 

How-Thomson Company, 

Wholesale Hardware, Duluth, 

Minn. 


Gold Case Decision 


Supplies Copy Theme 

To the Editor: On the theory that 
the gold case decision meant an end 
to deflation or further price reces- 
sion, the Record-Argus, on the day 
the decision was made public, pre- 
pared an advertisement to convey 


sive as those carried by chain or- 
ganizations. 

Hardware exhibitions are just a 
little unusual in the majority of 
towns where our salesmen travel. In 
fact, very few consumers ever have 
an opportunity of seeing such an 
exposition. For this reason, we are 
able to build up a great deal of in- 
terest on the part of consumers, 
which naturally makes a very deep 
impression on the dealer. This con- 
tact gives us an opportunity of work- 
ing much closer to the manufacturers 
in coordinating our selling plans. 

All details of promotion work and 


this information to the public. 

Economists and others, however, 
did not rush into print the following 
day to give us supporting statements 
and the layout was tabled until later 
in the week when a New York date- 
lined story quoting business leaders 
came over the wires. This story was 
picked up as a reprint the day fol- 
lowing its publication on Page 1, and 
reproduced in a full-page advertise 
ment which pointed out that prices 
would go up as a result of the de- 
cision, and that therefore “the time 
to buy is right now.” 

From our lowly vantage point, as 


Information 


for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE, 
No. 718. Your Money’s Worth in 


Advertising. 


The art of preparing mail adver- 
tising and “written salesmanship” is 
discussed in this booklet, published 
by Gile Companies. Another booklet, 
“The Indispensable Principle,” has 
also been issued by the company. 


No. 719. You Do What Yow’re Told. 


Radio artists and speakers create 
friendliness, intimacy, and authority, 
three factors which have impelled 
every person to obey commands since 
infancy, declares CBS, in an inter- 
esting analysis of listeners’ psycho- 
logical reactions to the advertiser’s 
command, “write for the booklet.” 


No. 720. 954 Cities. 


A summary of the 1933 Census of 
Retail Sales for cities of 10,000 pop- 
ulation and over, compiled by the 
E. Katz Special Advertising Agency, 
and presenting data by population 
groups and by states. 


No. 721. Selling the Bus Passenger. 


The growth, distribution, and cir- 
culation of The Highway Traveler 
are described in this booklet pub- 
lished by the Greyhound Manage- 
ment Corporation. National adver- 
tisers in the magazine are listed, and 
advertising rates given. 


No. 703. 200 Proof Data Bottled Dec. 

5, 1934. 

The Syracuse, N. Y., Post-Standard 
has compiled this booklet, which ex- 
Plains “what every young man 
should know...who plans to sel} 
liquor or wine in Syracuse and cen- 
tral New York.” Wholesalers and 
retailers are listed by towns and 
counties. 


No. 705. Newspaper Reading Habits 
of New Car Purchasers in Iowa. 


For the first nine months of 1934, 
31,046 new car sales were registered 
in Iowa. Questionnaires revealed the 
names of daily and Sunday news- 
papers regularly read by 8,270 of 
those buyers. The Des Moines Reg- 
ister € Tribune has compiled the sur- 
vey findings. 


No. 707. Oil Heat. 


A study of the oil burner industry 
market by Oil Heat, tracing the 
development and distribution of the 
industry. The booklet also describes 
results obtained by the publication’s 
advertisers. 


No. 710. Basic Facts to Remember 
in the Successful Cultivation of 
School Business. 


This booklet, issued by The Na- 
tion’s Schools, interprets school facts 
and statistics for the advertiser, and 
includes statistics of state distribu- 
tion of public school buildings and 
enrollments. 


No. 711. Trends in Agriculture for 
Five Years. 


The research department of Mid- 
west Farm Papers makes available, 
in graph form, statistics on the 
trends in agriculture for five years, 
with 1930 as base. The study covers 
farm income, retail prices of goods 
farmers buy, and sales of general 
merchandise in small towns and ru- 
ral areas, among other topics. 


we go to press today with this page 
—four days after the gold decision— 
we feel that many of our compatriots 
have missed the boat in not apply- 
ing super-promotion to this economic 
factor, which, if played to the limit 
and sold to the public, should be the 
most effective “Buy Now” campaign 
that has been launched in recent 
years. 
MELvIN A. BLAIR, 
Business Manager, The Record- 
Argus, Greenville, Pa. 
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TON leads every large city in the 


United States in per capita retail sales’ 


—has a greater per capita wealth and buying 
power than any similar area 


—its per capita savings is THREE times as large 
as the average for the entire country 


RETAIL SALES ....:: BOSTON . . . $514 
New York . . . $400 
Chicago. .. . $353 
Philadelphia . . $344 
Average for U. S. $230 


Spendable Income eer csis............. BOSTON $630 
Average for U. S. $334 


Reserve Buying Power .«: «:i::..BOSTON $680 
Average for U. S. $230 


If we multiply per capita figures by 4.3 to translate population into families, we realize why the BOSTON MARKET 
(30 miles) is universally recognized as one of America’s greatest sales quota possibilities per capita. You can build 
your best SALES CAMPAIGN in the Boston Market through the advertising strength of The Boston Post. 


EVERY DAY 
The Boston Post sells 224,146 MORE copies than the Morning Herald 
The Boston Post sells 212Z,ZOO MORE copies than the Morning Globe 
The Boston Post sells 207,751 MORE copies than the Evening Globe 
The Boston Post sells 183,717 MORE copies than the Evening Traveler 


The Post outsells the Morning Globe and Morning Herald COMBINED 
by 93,053 copies and the Evening Traveler and the Evening Globe 
COMBINED by 47,675 copies including ALL their DUPLICATION 


343,793=: 2 
Che Boston Post 


is the one outstanding newspaper in the Boston Market—it is practically all home delivered and is read by MANY 
THOUSANDS more families with $3,000 to $10,000 yearly incomes than any other newspaper.** The Post 
has no premium acquired circulation—no duplication of the same readers morning and evening to blow up circulation 
claims—NO FORCED ALL-DAY COMBINATIONS THAT ADVERTISERS MUST PAY FOR—no PRE-DATE 


or Bull-Dog Editions—and very few transient street sales. 


Compare this latest net paid 
circulation of The Boston Post => 
with the compulsory-combina- 
tion morning and evening papers 


* Data obtained in a study of Greater Boston just completed by Eastern Advertising Co. and made public by the Committee on Industrial Development of the Boston Chamber of Commeree. 


* * Proved by he Boston Newspaper Reader Survey made bv Dr. Daniel Starch for the American Association of Advertising Agents in co-operation with the Newspapers. 
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In both cases, efforts were made 
to show that these organizations have 
been of definite benefit to the “man 


KANSAS CITY WOMEN GIVE RIGHT ANSWERS 


UTILITIES FlGHT 
HOLDING COMPANY 


of the street,” or his feminine count- 
erpart, and also that if the effort of 
the administration to wipe out hold- 
ing companies is carried to a con- 


76 out of 114 Women Chose FOLGER’S | 


clusion, these people will suffer ean] Free Choice _—— 
great injury. a The Rich Tangy Flavor of this Rare Mountain Coffee 

Below 1 d ring showi vrsmem Pees LT Poe 
elow a large drawing showing MESHES cote 


Uncle Sam contemplating “salt of 


if 


of its common stock and 282,066 pre- 
ferred shares are owned by fiduci- 
aries in trust for the benefit of others 
through insurance companies, edu-| 
cational and charitable, religious | 
and fraternal organizations, trustees | 
and guardians and that 100,000 other | 
stockholders, 50 per cent of whom, | 
approximately, are women and many | 


New York, Feb. 28.—Holding com- | 
panies turned to advertising to 
carry their appeal to the public and 
legislators alike this week in an ef- 
fort to override the administrative 
thought which apparently threatens 
extinction to such organizations. 


collar 
. Re etrngs ad any hind 
he offer, Lach woman ~as sent the coffee he selected 


OWER “COST PER CUP” 


AT L 
En terety Daren! KINO of Calta — Mei Just Another Brand 


the earth” citizens, The United Gas : So aasinas, | oe 

Point to Dangers of PrQ- | improvement Semen invited the “ | Se Ss 
; . gentleman to “think it over.” The ff. —- adoecel BT 

posed Legislation facts that more than 2,542,002 shares ‘ yy By yh 


itis 


FO\GER'S COFFEE 
igcuume 


The biggest appeal was made by 
The United Gas Improvement Com- 
pany, which used space of about 1,100 
lines in several large Eastern cities, 
as well as in Chicago. The Associ- 


of whom are dependent on the divi- 
dends for their support, were stated 
in the hope that legislators will re— 
consider and take a liberal stand. 


Unusual advertisement run by Folger Coffee Company in Kansas City 
papers, detailing results of “coffee vote" in which each voter received 
a free pound of the coffee she mentioned. 


ated Gas & Electric Company again Other Copy Outspoken —h 0. oe “ 


employed advertising columns to 
warn against Washington’s alleged 
destructive intent toward holding 
companies and investment trusts. 
United’s copy was handled by N. W. 
Ayer & Son, Inc., Philadelphia. 


More outspoken was the 300-line 
insertion of the Associated Gas & 
Electric System, when it capped its 
appeal by saying: 

“The wonderful work of the hold- 
ing companies in making electric 


service available to farms will be 
stopped if the Rayburn-Wheeler bill 
now pending in Congress is enacted. 
This bill would abolish utility hold- 
ing companies within the next five 
years. It would destroy the value of 


mt = 
Brand Preference | 
for a Macaroni 


Preference for 
a Malted Milk 


WE: 
‘ali oe the Nation’, Sr ™ 
a 


lon, 


does tor 
Adwertisers 


le ean do the 
same for YOU 


Consumer survey of ten different types of commodities 
showed that WLW-advertised products increased in brand 
preference 64.5% in four months. Products not advertised 
over WLW showed a decrease in brand preference for 
same period. Consumer surveys of particular fields sent 
to major executives on request. 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President CINCINNATI 


holding company securities held by 
several million persons. 

“Every citizen, and_ especially 
every farmer, every inhabitant of a 
rural community, every owner of 
utility holding company securities 
should write to his senator and rep- 
resentatives, demanding that they 
oppose this unfair and destructive 
bill. Ask them to explain the neces- 
sity for such drastic legislation.” 

This advertisement, as it appeared 
in metropolitan New York dailies, 
told how holding companies “helped 
dirt farmers,” pointing out that in 
42 years from 1882, 205,000 farms 
were given electric service while in 
the next decade, when holding com- 
panies had their greatest develop- 
ment, 509,000 were electrified. 


Cork Firms Name Hazard 


United Cork Companies, Lynd- 
hurst, N. J., have appointed Hazard 
Advertising Corporation, New York, 
to handle advertising. 


Pee-Chee Cleaner 


Names Bayless-Kerr 


The Bayless-Kerr Company, Cleve- 
land advertising agency, has been 
appointed to direct the advertising 
of The Pee-Chee Cleaner Mfg. Com- 
pany of that city, producer and mar- 
keter of Pee-Chee white shoe cleaner. 
Newspapers, magazines and car cards 
will be used. 

The Pee-Chee Cleaner Mfg. Com- 
pany has discontinued its former 
sales connection with Harold F. 
Ritchie and Son, and will proceed 
to build its own national selling or- 
ganization. 


Dinner Dance Held 
by Women’s Club 


Built around the theme, “On to 
Mars,” the annual dinner and dance 
of the Philadelphia Club of Advertis- 
ing Women was held March 1 at the 
Benjamin Franklin Hotel. Provision 
was made for more than 1,000 guests. 

In charge of arrangements were 
Elsie Weaver, chairman; Nan M. 
Collins, president of the club; Ruth 
Hoagland, Clare V. Fey, Frances M. 
Suarez, Pauline B. Peters, Alice M. 
Rudy, Caroline Ida Ferris, Emma 
Mosely, Charlotte Bobb, Alice Roche, 
Edith Gibbs, Esther Waas, Caroline 
Leedom, Helen Klose, Franciska 
Firsching, Ann Michael, and Eliza- 
beth V. Wilson. 


Abbott Laboratories 
Advance C. S. Downs 


Charles S. Downs has been ap- 
pointed advertising manager of Ab- 
bott Laboratories, North Chicago, 
Ill., pharmaceutical manufacturers, 
to succeed C. R. Jackson, who died 
recently. 

Mr. Downs has been a member of 
the Abbott advertising department 
for the past four years, and pre- 
viously was with the Swan-Myers 
Company, Indianapolis. 

E. M. Schriner will serve as assis- 
tant advertising manager, and have 
charge of sales promotion activities. 
E. E. Wishard, M. D., formerly a 
professional service representative 
for Abbott Laboratories, has been 
transferred to North Chicago to han- 
dle medical copy. 

Harry J. Foley, formerly of Edwin 
Bird Wilson, Inc., New York adver- 
tising agency, has been placed in 
charge of layout and production. 


Bliven Urges 
U. S. Control 
Of Air Waves 


Washington, D. C., Feb. 27.—Es- 
tablishment of a nationally-owned 
broadcasting system, with Franklin 
D. Roosevelt as general manager, 
was advocated by speakers at the 
Public Ownership League Confer- 
ence here this week. 

Mr. Roosevelt, when he leaves the 
White House, would be the ideal 
“boss” for a radio system run by 
and for the public, Bruce Bliven, 
editor of the New Republic, told the 
League. 

“Through a seres of historical ac- 
cidents for which no one in partic- 
ular is to blame, the radio has de- 
generated into a device whose only 
purpose is to make money,” Mr. 
Bliven declared. 

He would bar advertising from the 
proposed network and programs 
would be designated “solely for the 
amusement or edification of the 
whole mass of the people.” 

“I do not suggest,” said the edi- 
tor, “that we do away with the pri- 
vate broadcasting that now goes on. 
It would not be hard to clear suf- 
ficient channels for the government 
broadcasting without displacing more 
than a very few at most of the 600 
private stations in the United 
States, 90 per cent of which never 
under any circumstances broadcast 
anything worth hearing.” 


Rawles to Branham 


H. L. Rawles, who has been asso- 
ciated with the Memphis Commercial- 
Appeal for several years, has been 
named to succeed Joe Eggleston in 
the Atlanta office of The Branham 
Company, newspaper representative. 
Mr. Eggleston has joined the na- 
tional advertising department of the 
Atlanta Journal. 


RAPID 


COPY SERVICE CO. 
BRANCHES-— One 


near you fo serve you 
NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 
CHICAGO 


* N10 So. Dearborn Street 
360 No. Michigan Avenue 
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another . 
ILLION DOLLAR CAMPAIGN 


LUCKY STRIKEV 


launches a unique, 
forceful campaign of 
“friendly advertising 
in the STREET CARS 
of the United States 


—and it's done through the 
medium which reaches the 
MOST people MOST often 
for longest periods of time 
at the LEAST cost. 


STREET RAILWAYS ADVERTISING COMPANY 
220 West 42N>0 STREET, NEW YORK CITY 


Collier Service offering complete United States Coverage 
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NATIONALCASKET 
KEEPS SENTIMENT 
OUT OF ITS COPY 


Straightforward Appeal Is 
Less Depressing 


Boston, Mass., Feb. 28.—Advertis- 
ing copy for the National Casket 
Company is deliberately written in 
a matter of fact style, N. E. Hooper, 
advertising manager of the company 
has revealed, because “experience 
has proved that an advertisement for 
this industry that discusses caskets 
and funeral arrangements straight- 
forwardly and sincerely is much less 
depressing than one that bases its 
appeal upon sentimentality.” 

Mr. Hooper’s review of National 
Casket’s advertising history and 
philosophy appears in the current 
issue of “Advertising News,” weekly 
publication of the Boston Advertis- 
ing Club. 

The three primary purposes of 


National’s advertising, Mr. Hooper 
said, are to inform the public of 
quality and value in caskets; to build 
good will for the National Casket 
Company’s trademark; and to en- 
able funeral directors to make bet- 
ter, more satisfactory, more prof- 
itable sales. 

In addition there are two im- 
portant secondary purposes, both 
educational. The first is to try to 
educate the public to give some 
thought to the making of funeral 
arrangements before death actually 
occurs. It is National's belief that 
it is better to be prepared rather 
than to wait until the actual emer- 
gency arises. For this reason the 
public is constantly urged to decide 
in advance which funeral director to 


reall and to use the standard of liv- 


ing to which each is accustomed. 
Funeral Directors Objected 


The second of these purposes is 
the recognition of the constructive 
and legitimate function of the fu- 
neral industry in the social and eco- 
nomic life of the country. Because 
its advertisements appear on the 
same pages with those of concerns 
whose products the public has come 
to know and trust, they are decidedly 
important and valuable to the entire 
industry in building up such recog- 
nition, Mr. Hooper feels. 

The company first began advertis- 


ing to the general public in 1909 
and 1910, although it deals exclu- 
sively with funeral directors. But 
the funeral direction profession ob- 
jected, and the advertising was 
dropped. It was not until May, 1929, 
that consumer advertising was again 
resumed, and is now appearing in 
eight leading magazines. This ad- 
vertising is merchandised to the 
profession. More than 700,000 copies 
of the booklet, “Funeral Facts,” and 
similar literature have been distrib- 
uted to the public. 

During the past two years three 
interesting tests have been made on 
National Casket Company advertis- 
ing. The first showed that it ranked 
high in readability, the second that 
it is proven to have definite reader 
interest, and the third that it is 
helpful to funeral directors. 


Radio Executives Form 


Club in San Francisco 


San Francisco radio executives 
have formed an “Old Timers” club, 
inspired by a farewell dinner ten- 
dered to Bernard Linden, former 
federal radio supervisor in that city, 
who was recently tranferred to 
Los Angeles. 

Heading the club are George Cur- 
tis, Radio Trades Association; Ralph 
Brunton, Northern California Broad- 
easting System; and Harrison Holli- 
way, manager, station KFRC. 


Get LOW-COST, 


| of the family 
A likes them” 


Created and lithographed by Snyder and Black, 204 William St., New York 
City. Action mounting by Kay Displays. The hand holding 
the Flashlight waves back and forth. 


an 


2” OF DEALERS WHO ORDERED BY MAIL 
ACTION DISPLAY! 


Costing less than $2.50 apiece delivered with batteries, 
this animated display, run by the Eveready Vibro 
Motor, was used by 92% of the dealers to whom it was 
sent BY MAIL! That’s the kind of reception an action 


USED THIS 


display can get for you! 


ALSO RUN BY EVEREADY VIBRO MOTOR 


Mother and daughter rock back 
and forth, motivated by the 
Eveready Vibro Motor. 


Both displays designed, lithographed and produced by 
Kindred MacLean & Co., 30 Ferry St., New York City 


FOOL-PROOF 


ACTION 


in your displays 


with the New Eveready 
Vibro Motor, which runs 


average of 30 days 


or more on two Eveready 
No. 6 Dry Cells! 


Here’s the 


EVEREADY 
Vibro Motor 


which puts eye-catching, dealer- 


The Eveready Vibro Motor 
makes the Dutch Boy’s arm 
move the brush back and forth 
along the white panel. 


pleasing action in displays. 
Its advantages: — 


1, LOW CURRENT DRAIN — Two 
Eveready No. 6 Dry Cells run the motor an 
average of 30 days or more, 24 hours a day. 
Eliminates the old bugaboo of dealer turning 
off display because it’s running up his elec- 
tricity bill. 

2. LOW INITIAL COST—The cost of the 
motor is extremely low. For instance this 
complete Santa Claus display, delivered and 
ready to run, cost us less than $2.50. 


3. ABSOLUTELY DEPENDABLE—There 
are no wires to plug in, no tinkering necessary, 
to put the mechanism in motion. The simple 
action of the motor doesn’t get out of order. 
NATIONAL CARBON COMPANY, INC. 
Dept. V2, 30 E. 42nd Street, New York, N. Y. 


Unit of Union Carbide UCC and Carbon Corporation 


CONSULT YOUR OWN LITHOGRAPHER OR WRITE TO US 


PRIZE WINNER 


NO RUBBING 
DRIES WITH A LUSTRE 


This can label, designed for the 

O-Cedar Corporation, Chicago, 

helped to win third place for 

Harry H. Farrell's display in the 

Chicago Society of Typographic 
Arts exhibit. 


Candy Maker’s O. K. 


Used in Coal Folder | 2; 


A novel direct mail folder just is- 
sued by the Western Fuel Company, 
Chicago, capitalizes on the use of 
Blue Ridge Pocahontas coal by Mrs. 
Ora Snyder, operator of a chain of 
candy shops in Chicago and vicinity. 

Copy declares that “everything 
that Mrs. Snyder buys—whether it is 
sugar for her candies, or coal for 
heating her building, must be the 
best that can be secured.” Repro- 
duced is a letter of recommendation 
from Mrs. Snyder, commenting on 
burning qualities of the coal, and 
the company’s “vapor spray” method 
of making clean deliveries. 


Join Market Research 


Dr. Raymond Franzen, psychologist 
and statistician, and Verneur Ed- 
mund Pratt, merchandising author- 
ity, have joined the Market Research 
Corporation of America. 


Lifer Seeks Freedom 
Through Advertising 


Washington, D. C., Feb. 28. 
—Advertising for evidence to 
make it possible to win a pa- 
role or freedom, is the method 
chosen by Samuel Moore, who 
has written J. Bradford Mc- 
Coy, head of the District 
Morgue, arranging for the in- 
sertion of the advertisement. 

The advertisement, appear- 
ing in the classified columns 
of a local paper, asks that 
“anyone who has first-hand 
knowledge of the case of Sam- 
uel Moore, who killed a man 
in the District Jail, please an- 
swer.” 

The purpose is to obtain in- 
formation which Moore  be- 
lieves, may make it possible 
to win a parole. The crime 
occurred in September, 1891, 
and resulted from a dispute 
between two prisoners. 


West Coast Program 


Omits Sponsor’s Name 


No mention of the sponsor will be 
made during the first three weeks 
of the new “Good Egg Club” program 
over station KFWB, Hollywood, Cal. 
The program was inaugurated Feb. 


Sponsored by the Poultrymen’s 
Cooperative Association of Southern 
California, the 15-minute program for 
children is being broadcast three 
times a week, on a 26-week schedule 
with renewal option privileges. 

Children will be enrolled in the 
club and given a button after fur- 
nishing the name of their nearest 
grocer. A catalog of premiums for 
egg carton tops will be announced 
at the end of the three-week period. 
The program is in the nature of a 
test. 


Paper Breaks Record 


The issue of the Longview, Tex., 
Daily News, for Feb. 24 was the 
largest single issue of a daily news- 
paper ever published in Texas, ac- 
cording to reports. It contained 308 
standard eight-column pages, and car- 
ried 432,000 lines of advertising. 


AGE only. 


in HARDWARE AGE. 


Would you SELL 
the hardware trade? 


Ir so, you'll be interested in these points 
from the 1934 record— 


of HEBD advertisers in national hardware Papers 
442 used HARDWARE AGE, 
<BB@ used HARDWARE AGE exclusively 


91% of all who advertised in national 
hardware papers used HARDWARE AGE and 
nearly four-fifths of them used HARDWARE 


Nearly seven-tenths of the total advertis- 
ing in national hardware papers was published 


Circulation increase continued to 19,646 
in December, °34, by several thousands the 
largest circulation in the field. 


Vv 


Advertisers overwhelmingly recognize 
HARDWARE AGE as the sales promotion 
medium for the hardware trade. 


HARDWARE AGE 


239 West 39th Street 
a - Charter 


New York, N. Y. 


, ae j : ; , « Z 
aa s | AE eR RN RR A I RR AN A RA A RR RA AO RRM AN EC 4 ANA en ee tS = cm A <a MA A RE RRR SRR A EL RN A RARER, - 
LS : 
ae | | 
j _ eV 
ee ae | 
“SE GRE 4 pes 8 aay eS + 
: Re eT Oe ce 
PS a4] 
: x ‘i 
_ a 
a = 
= 
Te 
—— * 
— 
| Be = 
— 
= 
a 
— 
— 
pe = 
5 prot 
; pe 
; = 
Hi. —e 
pos. pou 
ow: i 
ace. —- e = 
ce = 
sh i ed e a r — 
Honeys 
mT 4 
ae Self-Polishing = 
Shee ee — 
Ee ech | aig? 
es eens ia 
ie ae: ae 
a ae 
ke Ms 
cig je _—______________ — 
ree 
thts te 
rag 
<= —_—_——_—_===================_=Eanhnana2[ 
ae | % 
eee | 
ee SSS S$ ==~eoqwae—OOOajaoOwnnn@anma@SsSsSsSSSsSS— ——s==—= 
ete ge 
is Po ee 
eee 
a 
& " 3 } 
4 rs ry N | 
; f ‘ : 
ue | 
a en 4 | 
iy fat 7. Li 
Bt ie ee. al q | 
ce ‘tet sd ; 
ee Sa \ : x 
— a —* » NS | 
\ : q 4 S& 
a e ™ \ Se 
“s eS ol 2 é ‘ | 
One 3 - 7 AS 
ee a ; ~ | | ———e 
vets . - y a 
rae A DT \ Fe _ 
i EV : a = | pC 
> \ / / 
?| FLASHLIGHTS r ey i 
- > P ~ - E: —— j 
feat i - is r Nap ¢} + } 
sll ae * : ) 
Sao | ae x ae 
ee te | . «Ky 4! —_" ae A 
Sos: PO ’ j ee > 
ioMebeet i - > ’ N | 
ees a 3 + ’ <a 5 
See ie ? & ‘ a _————E———EEEEEeeeeeeeeeeeaeaeeaeaeaeaeaeaeaeaeaeaeaeaeaeaeaeeeeeee—e—e——S——————S—S—S—S—S———— 
re : & } 
7 : ti yi iH 
sia Pee 3 , & a ‘ ZF 
oS ne ste yp? A eA ou 3 ae ard) al 
Fans oe PF eet Zz. — oe y 
3 SE pe oy en Pewee ne aie eer tis) py Parmer po ges sae - | = S 
Chats lage FR ae ee a Pil eee eee ae ae en ws ‘ P Sy 
eee ——tsé«Ht’- ur’. Crista: ee ee ie |S 
SR ETI LITTON OES: ly sae baa mE aaraac rs tee catheter sar cia ata a eRe ago i . / 1 S 
” manent ies Lae eS iiacelaathaees e 5 a PSNR Pi ot FRE co RN nl a grea i | ~ 
- ee | | | . 
er oe “4 : i 
{ <- 
} 
i A | e/ p 
tie : | — y. 
F een 
ee i FP ee 
* 
om 
eek mie 
uae 
Silay 
i : : peel 
or, Pe 
ati pe: ee 
as ey 
x, ; 
; - . 
iy “Renorvize 
Gay Brn mee 
a 5 ” ~ “ar Do us — B 
wH LEO 
; ie 7 A 
> ~s _ 
A oe Good } Bi:ts o] 
> other / Bre. . 
\ ae _ 
Xt t. x 
€s x af be ¥. : 
§ ®. see : 
3 z 
2 a —_< yj ’ 
% : 3 ‘ 4 E- nas 7 
. 7 oss woun- MORE Y 5 ¥ “ rt yee BC 
Ee strong’ 5 rides 
Arson & \ wutre LEA 
Linoleum oor os iH 
% [o} 4 —t 
f x. 3. 
a3 “shpat nc 
fore tec 0 ee Bg ME te tl OED cl LARA ERENT cc) Eola eh oe ae ue Cok menen a 5) Mirnaaeaan yen ste 
Bip 7s bre a es ar eters is 
re a weer Dor rere 
ae : 
ties, a 
Pees hear 
eee . said | 
“ ae Be rs OE ete ae By Sac ee 
; ' re heal oe ee | 
7 Member — ABP | 
ATTA AIRONET LK PEEL 0 CASALL SIO TIL OEE ARSE TD Ee SA SHA A EL ES LEONEL EEO SRY IEE, 2B: OE PESTLE LGM BNE A NA RtCW POE RTA He AAS OY tA TEM = 
ah eae oa ee ORES RNG Ca ee ME uM Sg! GO ane oo as en er OIC mpm rome ec Ng at mena eR Peo CN rr ree Orie coche = | eeran en een a 
Se ei iets aa Roca Sea Bae: Poe ich bol ttn ema sa ee ih al UIA oe i See ete tan aren tT, | tesa Tyas Se de Seen eR 8 ol 
ie ce es — aa ee en ns is sae eee ies ts Capen ee Nees cee Soa Ry es ee iy Se ee Re ie Oly wie eee UI gl tern) le ok Aa pea aie ae ea iy Peg oy ew so eee 
Po ee ie ee ee By Nice baronet ae anette ens aati ce oe ee At MS Papi nice © 7 on ae gaa eae a Se Vel weet : et 2 os 5 20 ee a gtk! ae a . Low eas Sanh S ie Wer ee POSE. Ceesy eae Umaga Ca Went & Se ge 


March 2, 1935 ADVERTISING AGE 15 


THIRD Paper 
(Morning and Sunday) 


51,936 
AGATE LINES / 


LOS ANGELES 


TIMES 


153,676 
AGATE LINES 


SECOND Paper 
(Afternoon) 


67,050 
AGATE LINES 


~ Sell the Women.. and 
You’ve Sold the Market 


The above circles—based on Media Records*—show how local stores during January apportioned their 


women's wear advertising among Los Angeles’ three principal newspapers. 


Note that the Los Angeles Times is better than a two-to-one leader over the second paper (afternoon) 
and a three-to-one leader over the third paper (morning and Sunday). If all five Los Angeles papers were 
taken into account, The Times' share of women's wear advertising would amount to 55% of the total—and the 
same approximate ratio holds true for the full year of 1934. 


Now statistical experts assert that women, either by direct purchase or through their influence, are re- 
sponsible for 85% of all retail sales. Consequently any plan that shows how to get the wives and mothers back 
of a retail product comes mighty close to being a 100% solution of the advertising job. That is what the above 
circles reveal. For it is obvious that any newspaper which sells the majority of women their gloves, hosiery, 
hats, shoes, frocks and other apparel is bound to be their guide in selecting foods, toiletries, house furnishings, 
automobiles—everything. 


Times' dominance in the women's field approaches ‘the spectacular. It shows itself in The Times’ all- 
around lead in retail advertising which in 1934 exceeded 900,000 agate lines—in The Times' 32-year lead in 
classified advertising—in the more than 1,000 exclusive national accounts which The Times carries annually. 


Times' leadership comes from having the only large direct-to-home coverage in the Los Angeles trading 
area—a coverage reaching 62.76% of the market's purchasing power and growing by leaps and bounds. 


*The Times' lead would be increased if stores selling both men's and women's shoes were in- 
cluded in the figures given. This lineage, as well as basement department store lineage, is excluded 
because Media Records does not completely segregate such advertising to show men's and women's 
lineage. 


LOS ANGELES TIMES §& 


NATIONAL REPRESENTATIVES: Williams, Lawrence & Cresmer Company, New York, Chicago, Detroit, San Francisco 
NATIONAL COLOR REPRESENTATIVES: Associated Newspaper Color, Inc., San Francisco, New York, Chicago, Detroit, Cleveland, Los Angeles 7 
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: There are two important re 
ee Federal for their Electric Sign 
ADIA B 


are (1) Federal renders a nation | 
Service, and (2) Federal El 
advertising value that only 


ing experience can give. 4Ty 


service is Hiram Walker's né 
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FEDERAL ELECTR 


CLAUDE NEON FBHE 
225 North Michigan A 


BALTIMORE CINCINNATI DALLAS DULUTH Hc 
LOUISVILLE MILWAUKEE MINNEAPOLIS 


Sedeiiesins: FEDERAL BRILLIANT CO., St. Louis and 
* | CLAUDE NEON FEDERAL CO., SO 
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LETRIC SIGNS 
2Y ONE! 


eo why advertisers look to 
ign Mvertising requirements. They 
tionfide Electric Sign Advertising 
Signs have in them an added 
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ly thify-four years sign manufactur- 
G Tyjeal of Federal's national sign 
s nam wide “Skyline of Signs”— 
ery @! 9 Facts to assist you in con- 


stricagn Advertising for your prod- 
dly- ithout obligation, of course. 


rk} COMPANY, INC. 
FEVERAL COMPANY 


Chicago, Illinois 
INDIANAPOLIS LEXINGTON 


n A ue, 
PHILADELPHIA ST. PAUL 


DULUTH HOUSTON 
W ORLEANS 


City, Mo. 
» Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 
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SEE BIG MARKET 
FOR PAPER BAGS 
IN COAL FIELD 


Would Revolutionize Home 
Delivery Methods 


New York, Feb. 28—About a 
dozen coal dealers already have de- 
cided to offer residential coal in 
paper sacks, eliminating the muss of 
fuel handling, when the new selling 
period opens this spring, Union Bag 
& Paper Corporation, which has 
launched a trade paper campaign 
on the idea, declares. 


At present, no consumer campaign 
has been planned, but it is thought 
likely that if by the end of the sum- 
mer discount season the public re- 
action has been favorable, a large 
one in the fall may be run by at 
least one of the dealers. 

Dealers have shown a lively in- 
terest in the idea, hoping that it 


will be a means of holding coal users 
out of the fuel oil market. It solves 
one of the chief objections to the 
use of coal in residential heating 
plants, namely, the awkwardness and 
messiness of handling. 

The coal trade paper campaign, 
at present restricted to one paper 
and addressed primarily to dealers 
in the New England and New York 
areas, is being handled by Kelsey 
Advertising, Inc. It discusses “pa- 
per wrapped coal” as a “natural” 
for dealers. 

While packaging coal is not en- 
tirely new, the idea of selling pack- 
aged coal by the ton is said to be a 
true innovation. In poorer sections, 
it has been a custom for some time 
to sell small packaged lots through 
grocery store outlets, the retail price 
being 25 cents, or thereabouts. 

In announcing the new plan, rep- 
resentatives of the bag company 
estimated a huge new paper bag 
market. Paper bags, though out of 
the limelight recently, continue to 
be the most important form of 
packaging, outselling other enclos- 
ures something like 100 to one, they 
point out. 


See Huge Bag Market 


Last year, throughout the country 
80,000,000 tons of anthracite and 
bituminous coal were sold for resi- 


- The februey 1935 issue of 
LD _ Dry Goods Economist 
showed a 
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OFFERS WRAPPED COAL 


“TWO TONS OF COAL 


Gnd weap it up, please” 


T MAY SEEM STRANGE ar first, the idea of packaged coal 
I by che ton. Bur we venture to prophesy that before long 
every progressive coal company in the councry will be 
using the new Union plan for packaging coal in fire-box 
size bags. The whole idea 1s a “natural particularly when 
you remember that the cost #5 so astonishingly low The 
work of putting you into operation as a coal packager 1s 
very sumple and involves a very minimum capital invest 
ment To learn just how economical and practical the new 
Union plan ts, ve suggest chat you mail che artached coupon 
at once Already many coal companies, large and small, are 
preparing co merchandise fire-box size packaged coal. Why 
not be among the first and reap your full share of the 
profits? UNION Bac & Paper Conporation—General 


Offices, Woolworth Building, New York 


fe Packaging Coat 


Union Bac & Papen Coap, Woolworth Bidg, New York 
* Genslemen 
Please send me at once complete details of the 
Unwon Plan for Packaging Coa! 
Name — 
¢ ek 6p —______ —e 


Address 


One of the advertisement in the 

coal trade papers suggesting the 

sale of coal wrapped in clean 
white paper. 


dential use alone. The potential 
market here represented is approxi- 
mately 6,500,000,000 paper coal bags, 
which would be one of the largest 
single industry uses developed by 
the bag people. 

The Union Bag & Paper Corpora- 
tion’s plan calls for delivery of tons 
of coal in strong, pure white paper 
bags each containing 30 pounds. The 
bag will carry an advertising mes- 
sage for the dealer and will be so 
clean that it could be stored in the 
living room, if necessary. At any 
rate, it would spell the doom of the 
old, dirty coal bin. 

In each ton, there are 80 such 
bags. The size is such that there is 
no necessity for opening them. A 
single sealed bag is thrown into 
the fire pit unopened. 

Instead of grimed huskies who 
manhandle chutes and shovels with 
much clatter and din during the 
summer and early fall, the housewife 
ordering coal in paper bags will be 
visited by sparkling white trucks 
and sightly delivery men uniformed 
in white. A Middle West dealer 
who tried the plan is reported to 
have found it very successful. 

The equipment necessary at the 
coal yard is very simple. It con- 
sists of a machine costing a few 
hundred dollars which operates on 
the conveyor that empties the gon- 
dola car. In one operation, which 
raises the cost but slightly, it 
weighs, packs and seals the bag. 


Opens New Agency 
The Eastern Beautician Syndicate, 
advertising agency, has been estab- 
lished at 130 Halsey St., Newark, N. 
J., by Louis Adler. 


New Campaign Mapped 

Heaton Wine & Spirits Corpora- 
tion, New York, has appointed 
Thomas H. Reese & Co., Inc., New 
York, as its advertising agents. 

A schedule will soon be released 
for the private brands of the cor- 
poration, and the Judge and Melrose 
ryes distilled by Records & Golds- 
borough, Baltimore, which the cor- 
poration represents. Newspapers in 
metropolitan cities will be utilized. 


Gray Gets Provident 
Mutual, Two Others 


The Provident Mutual Life Insur- 
ance Company, Philadelphia, has ap- 
pointed Jerome B. Gray & Co., of 
that city, to direct its advertising 
account. 

The First Credit Corporation and 
the Hotel Vendig, both of Philadel- 
phia, have also placed their adver- 
tising accounts with the agency. A 
program employing newspapers as 
the chief medium will be launched 
immediately for the First Credit 
Corporation, offering a new automo- 
bile finance plan, while newspapers 
and direct mail advertising will be 
used in a campaign for the Hotel 
Vendig. 


Earnings of 
Advertisers 


Net profit of $173,023 is reported 
for 1934 by the Bigelow-Sanford Car- 
pet Company, Inc., after charging de- 
preciation of $766,193, and setting up 
reserves. Net profit in 1933 was $1,- 
140,680. 

Total net sales for 1934 amounted 
to $14,512,320, ag against $12,569,746 
in 1933, an increase of approximately 
15 per cent. 


ee 
Penick & Ford, Ltd., Inc., reports 
earnings in 1934 of $1,405,514, as 
compared with $1,443,647 in 1933. 
? FF 
Armstrong Cork Company reports 
net income for 1934 of $1,973,098, as 
against $2,386,714 in 1933. The fig- 
ures represent the total net income 
of companies operating in the United 
States and companies operating 
abroad. 
vvwy 
Net income of Sharp & Dohme, 
Inc., for the year ended Dec. 31, 1934, 
was $941,555. 


vvwy 

Net profit of the Cream of Wheat 
Corporation and subsidiaries for 1934 
was reported at $1,356,544, as com- 
pared with $1,289,593 in the preced- 
ing year. 


a 

Kalamazoo Stove Company reports 
1934 net income of $440,234, com- 
pared with $206,147 in 1933. 


vvwy 

Net profit of the United States To- 
bacco Company for 1934 amounted to 
$3,411,116, against $3,396,482 in 1933. 


Mohawk Carpet Mills, Inc., reports 
a net loss for 1934 of $73,568, after 
charges, against a net profit of $348,- 
371 in 1933. 


Stutz Motor Car Company of Amer- 
ica, Inc., reports net loss for the year 
ended Oct. 31, 1934, of $246,545, com- 
pared with $457,826 net loss in the 
preceding fiscal year. 


vwy 
The Quaker Oats Company and 


subsidiary companies report net in- 
come for the year ended Dec. 31, 
1934, before adjustment to market of 
securities and foreign net current as- 
sets, of $5,478,955, as compared with 
$4,444,103 in the preceding year; 
$4,297,131 in 1932; $6,854,206 in 1931; 
and $6,009,270 in 1930. 

vwey 

The Chrysler Corporation reports 
a net profit of $9,534,836 after provi- 
sion for all taxes, interest and depre- 
ciation charges, compared with net 
income of $12,129,120 during 1933; 
net loss of $11,254,232 in 1932; and 
net income of $1,468,935 in 1931. 

Net sales for all products in 1934 
totaled $362,254,262, compared with 
$238,675,952 in 1933; $136,546,522 in 
1932; and $183,805,105 in 1931. Sales 
in units during 1934 amounted to 
598,884 against 451,734 in 1933. 

7:97 ¢ 

Net profit of the Radio Corpora- 
tion of America for 1934, after 
charges, taxes, etc., was $4,249,263, 
compared with a deficit of $582,093 
in 1933. Gross income for the year 
totaled $78,756,993, as against $62,- 
330,496 in the preceding year. 

Radio-Keith-Orpheum Corporation 
and its subsidiaries showed a net 
loss after charges of $875,000 for 
1934, as against a loss of $4,384,064 
in 1933. 

vvwey 

Johns-Manville Corporation and 
subsidiary companies, in a consoli- 
dated report for 1934, show net in- 
come of $749,803 after depreciation, 
depletion, obsolescence, and taxes, 
compared with net income of $105,- 
331 for 1933. In 1934, net sales to- 
taled $27,300,247, an increase of 28.5 
per cent compared with net sales of 
$21,232,272 in the previous year. 


Janney Joins Curtis as 
“Post” Representative 


Richard W. Janney will join the 
Boston office of the Curtis Publishing 
Company March 4, representing The 
Saturday Evening Post. 

For the past two years Mr. Janney 
has been a publishers’ representative 
in New England for the American 
Druggist and the Philadelphia Even- 
ing Bulletin. Previously he was as- 
sociated with the Boston office of 
N. W. Ayer & Son, Inc. 


@ Here are points you cannot afford to overlook when 
shipping or ordering merchandise:— @ Railway Express 
not only provides swift, reliable transportation, but also 
maintains a door-to-door pick-up and delivery service 
in all principal cities and towns. There is no extra charge 
for this extra service. @ A telephone call brings Railway 
Express to the shipper’s door for pick-up and Railway 
Express delivers to the door of the consignee. @ Take 


all the guesswork out of your 


shipping problems by 


specifying Railway Express. @ Phone the nearest Rail- 
way Express agent for service and information on rates. 


The best there is in transportation 
SERVING THE NATION FOR 96 YEARS 


RAILWAY EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 


its 
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PUBLIC HEARING 
ON WHOLESALING 
PRACTICES SET 


NRA Will Study Distribution 
Differentials 


Washington, D. C., March 1.—De- 
siring to clarify all information rel- 
ative to distribution differentials, the 
National Industrial Recovery Board 
has called a public hearing begin- 
ning March 12. The nation’s system 
of wholesaling some $63,000,000,000 
worth of manufactured goods will 
be discussed and determined, if pos- 
sible. Dr. Willard L. Thorp, chair- 
man of the NRA Advisory Council, 
will be in charge. 

Information will be sought con- 
cerning distribution provisions in 
more than 100 codes. These provi- 
sions directly affect some 169,000 
wholesale establishments, as well as 
numerous manufacturers, chain 
stores, department stores, mail or- 
der houses, and also hundreds of re- 
tail outlets, it is pointed out. 

Whether intentionally or not, cer- 
tain code provisions have affected 
the character of competition be- 
tween jobbers and manufacturers 
who sell direct to retailers or be- 
tween jobbers and mass distributors, 
or between long established agen- 
cies of distribution, such as jobbers 
or brokers, and special agencies of 
distribution, such as truckers or di- 
rect-sales to consumers. 

It is declared that the crucial con- 
flicts lie in the following five cate- 
gories listed in the 1930 Census of 
Distribution table of sales in 1929: 

Sales to wholesalers, $18,759,293,- 
000, or 29.6 per cent of the total; 
sales to manufacturers’ own whole- 
sale branches, $10,237,077,000, or 16.1 
percent; sales to retailers, $11,776,- 
598,000, or 18.6 per cent; sales to 
manufacturers’ own retail branches, 
$1,232,990,000, or 1.9 per cent; sales 
to industrial or other larger retail 
consumers, $19,848,875,000, or 31.3 
per cent; sales to home consumers, 
$1,553,367,000, or 2.5 per cent. 


In Two Parts 


The hearing is to be divided into 
two parts. The first two days of 
the hearing, March 12 and 13, will 
be confined to the specific problem of 
wholesale differentials. Discussion 
is to be directed to the question of 
making speedily effective, amending 
or deleting the specified sections of 
the codes, such as the wholesale or 
distributing trade and the wholesale 
food and grocery trade. 

On the following days of the hear- 
ing, beginning March 14, considera- 
tion is to be given to certain types 
of code provisions which appear In 
either manufacturing or distributing 
codes, and which appear to create 
distribution differentials. It is sought 
to formulate a general policy cover- 
ing such situations as: 

1. Mandatory classification of cus- 
tomers; 

2. Fixed discounts for distributors 
allowing for the establishment of 
different treatment of various types 
of distributors; 

3. Resale price maintenance; 

4. Specifying channels’ through 
which goods shall move from manu- 
facturer to retailer or ultimate con- 
sumer; 

5. Open prices for one channel and 
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not for another; 

6. Differing terms and conditions 
of sale, sufficient to be classed as 
discriminatory; 

7. Building 
mark-up. 

It is pointed out that retail stop- 
loss provisions will not be consid- 
ered, except insofar as they may be 
incidentally involved in any consid- 
eration of provisions such as the 
foregoing. 

Officials are asking for factual in- 
formation along the following lines 
as pertinent to a solving of the prob- 
lems to be discussed at the meetings 
now scheduled: 

1. What were the channels of dis- 
tribution prior to the code, and what 
changes were taking place? 

2. What types of price discrimi- 
nation or other unfair trade practices 


rates of mandatory 


were prevalent which affected the 
channels of distribution? 

3. What were the specific objec- 
tives of the code provisions under 
discussion? How effective have they 
proved in practice in accomplishing 
these objectives? Why or why not? 
Have they created other problems? 

4. What effect have such provi- 
sions had on the underlying eco- 
nomic situation, as measured by pro- 
duction, consumption, prices, stabi- 
lization, effect on small enterprises, 
and the like? 


Names Frank Presbrey 


Crane Berkley Corporation, de- 
veloper of Berkley at Scarsdale, has 
appointed Frank Presbrey Company, 
New York, to direct a campaign for 
its property, using newspapers, mag- 
azines and direct mail. 


Mitchell Starts 


Photo Associates 


Clarence B. Mitchell, formerly of 
Santa Barbara, Cal., has organized 
Photo Associates, with studios in 
New York and offices there and Chi- 
cago and Santa Barbara. 

With him are Emile C. Schnur- 
macher, formerly plans and produc- 
tion executive of Mandeville Press 
Bureau, and Robert M. Raines, for- 
merly with Aerial Explorations and 
Ewing Galloway. 


Dorothy Noyes to R-J 


Dorothy Noyes, specialist in mer- 
chandising and advertising to the 
medical field, has given up her own 
office at 535 Fifth Ave., New York, to 
become a vice-president in the Red- 
field-Johnstone Advertising Agency, 
New York. 


Texas Bill Would Ban 


Dentists’ Ad vertising 


A bill introduced in the Texas leg- 
islature would prohibit advertising 
of dentists through newspapers, 
radio, handbills, public demonstra- 
tions, posters, circulars, or cards, 
other than a simple professional card. 

The bill also proposes to forbid so- 
licitation of patients through per- 
sonal contact. 


Issues Consumption Book 


The Bureau of Agricultural Eco- 
nomics has issued “Consumption of 
Fruits and Vegetables in the United 
States,” and “List of Periodicals Con- 
taining Prices and Other Statistical 
Economic Information on Fruits, 
Vegetables and Nuts,” in response to 
numerous requests for such infor- 
mation. 


| PITTSBURGIPS 


P irrsBurcu’s yearly retail purchases of $450,000,000 
look important. They are. 


Yet a market of even greater size slips throu 


gh every sales- 


net whose meshes do not include the NEW YORK EVENING 
JOURNAL. 
For, in more than 600,000 solid, substantial New York homes 
the Journal is the preferred newspaper . . . and always has 
been, year after year, good times or bad. 


Without these Journal families, no one can possibly do busi- 
ness in America’s largest market with maximum profit. 


Their open pocketbooks have meant the whole difference 
between loss and profit to scores of manufacturers. 


THE NECESSARY NEWSPAPER 
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NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 
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.....and into a magazine, skilled editorial hands can shape a 

lens-like quality that focuses reader attention... magnifies sales t 
appeal...spotlights the advertising pages from cover to cover! 

| THE - a 

| | merican MAGAZINE 


The Crowell Publishing Company... COLLIER’S, WOMAN’S HOME COMPANION. THE AMERICAN MAGAZINE, THE COUNTRY HOME... Combined Circulation Over 8,300,006 
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EXPAND EFFORT 
ON SHINOLA AND 
OTHERPOLISHES 


More Publications, Bigger 
Space to Be Used 


New York, Feb. 27.—Using more 
mediums and larger insertions, the 
2 In 1-Shinola-Bixby Corporation 
this year is making a greater effort 
than in past years to direct public 
attention to its line of pastes, liquid 
polishes and dyes for footwear, giv- 
ing special stress to Shinola white 
shoe cleaner in a supplementary sum- 
mer campaign. 

The 1935 campaign on Shinola has 
already started in Collier’s, Cosmo- 
politan, Liberty, Our Army, Our 
Navy, Parents’, Popular Science, Sat- 
urday Evening Post and Woman’s 
Home Companion. During the spring 
it will be devoted to pastes. From 
June to September, inclusive, it will 
be changed to tell the white shoe 
cleaner story. Batten, Barton, Dur- 
stine & Osborn, Inc., is the agency. 

In comparison with last year, in- 
sertions on the paste run consistently 
larger. Many quarter pages are 
scheduled whereas a year ago the 
size of the insertions ran around 72 
lines or a bit larger. For illustra- 
tion, photographs of the package are 
employed, these being dark and 
sharp in tone, suggesting the quali- 
ties of the paste. 

Spring text on Shinola paste con- 
cerns the ingredients which make 
the product capable of giving a 
quicker shoe shine, one that is more 
brilliant and which lasts longer. 
Emphasis is put on the fact that 
Shinola paste contains Carnauba 
wax, from South America, which ac- 
counts for the longer lasting shine 
it gives. 


Emphasis on White Shoes 


A greatly increased vogue for 
white shoes is responsible for devel- 
oping a special supplementary cam- 
paign on the white shoe cleaner. 
Last year, this product received sum- 
mer advertising, which played it up 
as a ten-cent white cleaner. This 
summer, the fact that it does not 
rub off the shoe will be the star copy 
point. In testing for the campaign, 
white shoes were soiled by the black 
shoe paste, a fair test because this 
frequently happens in dancing. The 
soil was treated and completely cov- 
ered. The advertising will tell how 
stains disappear under Shinola treat- 
meant. 

The list of magazines is expanded 
for the white shoe campaign to in- 
clude 14 publications. These are 
Collier’s, Cosmopolitan, Liberty, Par- 
ents’, Saturday Evening Post and 
Woman’s Home Companion as the 
basic group used in the year round 
campaign on paste, plus True Story, 
the Tower and the Modern Groups. 
Each advertisement will be a single 
column. 

Another phase of the general pro- 
gram for Shinola embraces teachers’ 
and children’s groups. Special ad- 
vertisements are to appear during 
the year in American Boy, Boys’ 
Life, Boys’ World, Grade Teacher, 
Instructer, Open Road for Boys and 
St. Nicholas. 

It features primarily the home 
shine kit which sells for 25 cents, 
and includes essential products and 
brushes. In this connection, the 
company is recording excellent re- 
sults with a neatness chart, which 
makes a game of keeping well 
groomed. Several hundred thousand 
of these charts have been distributed 
as a result of publication of coupons 
in the juvenile advertising. 

The chart, asking, “Am I ready for 
school today?’ provides space for 
each day of the month in which the 
child may check whether he or she 
has brushed his hair, cleaned his 
teeth, taken a fresh “hankie,” cleaned 
the nails, seen to it that his clothes 
are neat and finally that his shoes 
are shined. 

The chart is designed to “develop 


DIRECTS S. O. SALES 


R. T. Haslam, new general sales 
manager of the Standard Oil 
Companies of New Jersey, Louisi- 
ana and Pennsylvania and the 
Colonial Beacon Oil Company. 


cleanly habits that last a lifetime.” 
On it is a coupon for ordering the 
shoe shine kit, which is supplied 
practically at cost. 

Most extensive in the number of 
publications used is the Bixby cam- 
paign, which is the largest ever run 
by the organization. In illustration, 
it, too, features the package. The 
Bixby story is one of quick and easy 
shines and no waste. 

Publications were selected on the 
basis of sales in the territories cov- 
ered. The list ind¢ludes California 
Cultivator, Capper’s Farmer, Chris- 
tian Herald, Country Gentleman, 
Farmer, Farm Stock and Home, 
Farmer's Wife, Holland’s, Household, 
McCall's, Missouri Ruralist. Nebraska 
Farmer, Needlecraft, Ohio Farmer, 
Pacific Rural Press, Prairie Farmer, 
Progressive Farmer, Southern Agri- 
culturist, Successful Farming, Sun- 
set, Wallace’s Farmer, and Woman's 
World. 

Néw display material has been cre- 
ated for all the products. A small 
trade paper campaign supports the 
consumer effort on both Shinola and 
Bixby. 


Ohio Exempts Outdoor 


Firms from Sales Tax 


The Ohio Tax Commission has 
ruled that the state’s new sales tax 
of three per cent does not apply to 
outdoor advertising concerns. The 
commission holds that the tax does 
not apply to charges for services, and 
defines outdoor advertising concerns 
as those engaged in supplying and 
servicing outdoor advertising signs. 

Senator Nicholas has introduced in 
the Ohio senate a bill which would 
provide for licensing of outdoor ad- 
vertising, with a fee of $200 plus five 
cents for each square foot, for bill- 
boards or other structures along the 
highways. 

Another bill presented to the leg- 
islature would enable county com- 
missioners to insure county property 
on bids received through newspaper 
advertising. A bill introduced by 
Senator Donovan would permit de- 
partment stores to advertise optical 
departments. 


S. N. P. A. to Consider 
Newsprint Plant Plan 


A special meeting of the Southern 
Newspaper Publishers Association 
bas been called for March 4 in Bir- 
mingham, Ala., to take definite ac- 
tion concerning the proposed estab- 
lishment of a Southern newsprint 
plant. 

Alabama newspapers have carried 
reports of the selection of a site near 
Demopolis, Fla. for a $6,000,000 
plant, an enterprise reported to have 
the support of publishers. Tax ex- 
emption for ten years is proposed by 
the state of Alabama. 


Gets Coffee Business 


The Alexander-Ballart Company, 
San Francisco, has acquired the re- 
tail coffee business of the Jones- 
Thierbach Company, San Francisco. 
The latter company will continue its 
hotel and restaurant business, while 
the Alexander-Ballart Company will 
take over the grocery distribution of 
the Alta, Champion, Rajah, Highlite, 
and Tillman brands. 


Getting Personal 


Cupid’s darts have pierced the hearts of Susan Adsit, of Hastings- 
on-Hudson, and Louis Edmond Dean, Campbell-Ewald radio director. 
They will marry within 30 days, honeymoon in Bermuda and settle 
down in an apartment at 4 East 95th... 


The absence of Thomas H. Reese, the agency head, from custom- 
ary haunts the past few weeks was explained a few days ago with 
a belated announcement of his marriage January 9 to Elizabeth Ruth 
Plant, of Clarksburg, W. Va., and Akron, O. The happy couple have 
returned from a honeymoon in the West Indies and taken an apart- 
ment at 125 East 74th... 


Quiet little Dorothy Greig, BBDO writer, surprised everyone by 
winning an oratorical contest this week at the Spokesmen’s Club. Her 
subject was, “The Oratory of Reilly and Wilentz”’.. . 


Mrs. Andy Armstrong, wife of the Getchell art director, had a 
baby last week. Just to show the doubting Thomases among the other 
proud parents that the Armstrong offspring is truly remarkable and 
not at all like other babies, Andy began photographing it at the age 
of 10 hours... 


One of the last of advertising’s confirmed bachelors, Bill Preuss- 
ner, of Kenyon & Eckhardt, has entrusted his destinies to the for- 
mer Carolyn Doll. Before leaving for a Bermuda honeymoon he was 
feted and feasted by his agency mates and on this happy occasion was 


observed listening starry-eyed to a brilliant oration on wedded bliss 
by Frank Denman... 


Competing against an array of international stars, Orson D. Munn, 
publisher of the Scientific American, came off second in the second 
annual skeet and trap shooting tournament staged by the Castle Har- 
bour Gun Club. The winner was Oliver Mitchell, captain of the 1934 
all-American skeet team. . . 


In justice to Jim Hamar, of McCann-Erickson, whose skiing mis- 
haps have been recorded in this department, it must be reported that 
he did not wobble once on a long run through the Green Mountains 
over the holiday week-end. Furthermore, the 39 other skiers in his 
party, imitating his form, suffered not so much as a scratch... 


At his winter home on the ocean front at Miami Beach, Bernarr 
Macfadden, a picture of rugged health, is enjoying a mode of life 
which limits his effective wardrobe to a swimming suit and flying 
togs. He pilots his own plane aloft almost daily and flies to and from 
New York when business requires his presence there. . . 


Revealing his love of horse flesh in general and of hunter events 
in particular, F. Wallis Armstrong, the Philadelphia agency chief, 
journeyed to Camden, S. C., over the week-end to see Hotspur II win 
the Washington’s Birthday Plate for the fourth consecutive year... 


“Fitz” Fitzpatrick, of the Baltimore Sun, is very shy of backslap- 
pers and hearty handshakers these days. The reason is three broken 
ribs suffered in a fall during the icy-street period, which, after ten 
days in bed, are still causing no little annoyance. . . 


Jerry Gray, Philadelphia agency head, has found it necessary to 
use a hideaway office on an upper floor of the building in order to 
get some work done. Interludes in his official quarters for the enter- 
tainment of callers are being held to a suitable time limit. . . 


The Miami Herald, in reporting the presence of Merrill C. Meigs 
in Florida’s famed resort, revealed that the Chicago Evening Ameri- 
can chief is a native Iowan and began his spectacular advertising 
career at the Iowa Business College at Marshalltown. . . 


Those who have insisted that Maurice H. Needham, president 
of that Chicago agency, is just a youngster were startled to learn, 
that he is about to acquire a son-in-law, his daughter Betsy having 
become engaged to James Rankin Getz, son of the man who promoted 
the famous Dempsey-Tunney long-count battle in Chicago in 1927. . . 


Sam Perinier, vice-president of McGraw-Hill, set sail last week 
for the tropics aboard the Columbian liner Haiti. Because of the 
haste with which Sam and the missus departed, bon voyage expres- 
sions consisted mainly of onions, carrots and other “tropical fruit” 
presented by his confreres at McGraw-Hill. . . 


Eugene M. McSweeney, newly appointed police commissioner of 
Boston, is an old agency man, having operated under his own name 
from 1923 to 1929. He also served for years with the Hearst organ- 
ization and the old Boston Traveler. . . 


George J. Auer, advertising manager of the New York Herald 
Tribune, has two sons who are following in their dad’s footsteps. 
George J. Auer, Jr., Tufts ’35, is editor of Tufts Weekly, and Bern- 


hard M. Auer is business manager of Taft Papyrus at Taft Prepara- 
tory School... 


Reginald A. Brower, account executive of MacManus, John and 
Adam, Inc., is the latest agency man to win laurels as an author. 
His first book, “The Delightful Diversion,” dealing with books and 
their authors, has just been published by MacMillan. . . 


Sterling E. Peacock, vice-president in charge of the N. W. Ayer 
office in Chicago, is vacationing in Florida, accompanied by Mrs. 
Peacock. . . 


Paul Wooten, chief of McGraw-Hill’s Washington editorial staff, 
was presented with a handsomely illuminated parchment by mem- 
bers of the National Conference of Business Paper Editors during 
their recent visit to the Capitol. Paul has handled arrangements 
for the conference’s Washington meetings for 14 years. . . 


Franklin Weston, Providence advertising counsel, is secretary of 
the publicity committee of the Providence Community. . . Frank 
Parke Wright, San Francisco radio executive, is not the golfer, Parke 
Wright, who happens to be his father; but he has the distinction of 
having once caddied for Theodore Roosevelt I at Pinehurst... 


Ray Schaeffer, Marshall Field advertising chief, is spending a 
few weeks in California. Those who remember his automobile dis- 
aster on the road to Florida last winter are relieved to know that 
he and Mrs. Schaeffer went west by train... 


Martin Leaves R-P 


C. T. Martin has resigned as ac- 


Appoints N. R. & J. 


representative, effective April 1. 


The Winona, Minn., Republican- 
count executive of Richardson-Plant | Herald has appointed Noee, Rothen- 
Company, Inc., Cleveland advertising | burg & Jann, Inc., as its national 
agency. 


et... lens-like quality that 
focuses reader attention9? 


that’s why 


THE 


merican 


MAGAZINE 


eee was the most widely 
read publication, in a 1934 
survey made by a leading 
agency, among more than 
30,000 prospects for sports 
ammunition. The list was 
made up of 2,000 subscrib- 
ers from each of 16 publi- 
cations, including general, 
outdoor, and farm. (The 
American was not one of 
the publications whose sub- 
scription lists were used.) 


@ © © wassecond in popular- 
ity among all magazines, in 
a 1934 survey made by a 
large publishing house, 
among grocery brokers, 
wholesalers, chain execu- 
tives, independents, and gro- 
cery departments. 


@ © @ was second in prefer- 
ence, ina 1934 investigation 
made by a leading truck 
manufacturer, among own- 
ers of one-ton and two-ton 
trucks. — 


eee tied for first choice, 
with Collier’s, among col- 
lege students in a 1934 test 
made by the Daily Nebras- 
kan, Nebraska University 
paper. 


7, 3: 


THESE four recent investi- 
gations were selected be- 
cause each covers a widely 
different field. In all 1934 


reader preference surveys 
that have come to our atten- 
tion, The American stands 
at or near the top—a posi- 
tion it has held consistently 
over the past ten years. 
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Appoint Warner-Clifton 
to Handle Flour Drive 


Warner-Clifton, Inc., San Fran- 
cisco advertising agency, has been 
appointed by Parrott & Co. to handle 
the advertising of Krusteze, prepared 
pie crust flour. 

Newspapers and trade journals will 
be used. 


Joins Pattern Firm 
J. Clinton Ellis has resigned as art 
director of Arnold Constable to be- 
come art director of the Simplicity 
Pattern Company, Inc., New York. 


Gross Joins WHO 


H. R. Gross has joined the staff 
of the Central Broadcasting Com- 
pany as news editor for station 


WHO, Des Moines. 


Big Campaign 


Is Planned by 
Dollar Lines 


San Francisco, Cal., Feb. 28.—Re- 
flecting improved business condi- 
tions not only on the Pacific coast, 
but nationally and internationally as 
well, the 1935 advertising schedule of 
Dollar Steamship Lines is being pre- 
pared on a larger scale than has 
been used for some years past. 

The style of this year’s copy will 
follow closely that used in the com- 
pany’s recent campaigns. One devel- 
opment, however, will be the use of 
horizontal half pages wherever pos- 


sible. This space is being adopted, 
according to the San Francisco office 
of Lord & Thomas, the agency in 
charge, “because of the greater free- 
dom in the treatment of layout that 
it affords.” 

Magazines will again constitute the 
foundation of the campaign. Among 
those on the schedule will be The 
American Magazine, Arts and Deco- 


ration, Business Week, The Chi- 
cagoan, Collier’s, Cosmopolitan, Es- 
quire, Forbes, Good Housekeeping, 


Harper's Bazaar, House Beautiful, 
Literary Digest, National Geographic, 
Nation's Business, Sportsman, Town 
and Country, and a supplementary 
list of teachers’ magazines. 

Failure was widely predicted for 
the Dollar Lines’ first ‘’round-the- 
world cruise inaugurated 11 years 


ago. Since that time the company 
has built up an all-year schedule of 
‘round-the-world cruises with a ship 
leaving San Francisco every two 
weeks. Subsequently other lines have 
adopted the world cruise plan. 

Primarily designed as freight car- 
riers, the Dollar Lines’ globe-cir- 
cling ships constitute, perhaps, the 
most widely merchandised travel 
service of that type. 


FHA Promotes Canaday 


Ward M. Canaday, president of the 
United States Advertising Corpora- 
tion, Toledo, O., has been appointed 
assistant to James A. Moffett, chief 
of the Federal Housing Administra- 
tion. 

Mr. Canaday will continue in 
charge of the FHA division of public 
relations. 


APRIL AMERICAN BUILDER 


“SPECIFICATIONS and BUYING NUMBER” 


Will provide blanket coverage of the principal men 


in control of 1935 residential and commercial building 


70,000! 


CIRCULATION 
MORE THAN 


REACHING-= 


the regular subscribers to the American Builder —the 
largest and strongest group of active building men in 


CAN BUILDER 


AND BUILDING AGE 


PRY 


7 We A 


es 


WRITE OR WIRE TODAY! 
for detailed prospectus outlining 
special editorial features of the 
April Issue. . . . This pamphlet 
with a wealth of information on 
the 1935 planned construction pro- 
gram will show you how to take 
full advantage of this opportunity 
to get your products to the atten- 
tion of the building professionals 
who will control specifications and 
purchases for 1935 buildings. 


the country— PLUS—20,000 additional contractors, 
builders, and operative builders— PLUS —all officials, 
appraisers, and inspectors of the Federal Housing 
Administration. 


CREATING= 


the most effective medium for the advertising of building 
materials, products, and equipment for sale in the 1935 
new construction and modernization markets. 


FORMS CLOSE MARCH 20 
AMERICAN BUILDER 


A SIMMONS - BOARDMAN PUBLICATION 


105 WEST ADAMS ST., CHICAGO 


30 CHURCH ST., NEW YORK 


TERMINAL TOWER, CLEVELAND 


PROMOTES BEER 


beer is best 


British newspaper advertisement 

in the cooperative campaign being 

sponsored currenily by British 

brewers. Beer as a body-builder 
is te Me general theme. 


RESOLUTIONS FOR 
BUYERS URGED BY 
FEDERAL EXPERT 


Washington, D. C., Feb. 28—The 
Consumers’ Council of the Depart- 
ment of Agriculture is suggesting 
resolutions for those who buy. In 
a recent radio address Ruth Van 
Deman of the Bureau of Home Eco- 
nomics urged the following: 

1. Resolved, that during the year 
I'll exercise my rights as a con- 
sumer in all the purchases I make. 

2. Resolved, that before I go out 
to make an important purchase, I'll 
sit down and think what qualities I 
want in the article I’m setting out to 
buy. Then I won’t be carried away 
by high pressure salesmanship into 
taking something I don’t want or 
need. 

3. Resolved, that I’ll ask intelli- 
gent questions about goods before 
I buy. And I'll keep on asking them 
until I get definite information about 
the quality of merchandise. 

4. Resolved, that I'll read all la- 
bels carefully. I’m tired of high- 
sounding words that make every- 
thing appear “extra fine’ and the 


“best ever.” I want real facts om 
labels. 
5. Resolved, that I’ll watch for 


quality grades on articles and buy 
graded goods whenever I can. And 
I’ll educate myself on the meaning 
of those grade names. 

A statement from the Consumers” 
Council declares that “consumers” 
agencies in Washington and con- 
sumers’ organizations throughout 
the country continue to urge can- 
ners to label their goods with grades 
consumers can understand and com- 
pare. Canners, through their code 
authority committee, are willing to 
put more information on labels to 
help consumers, but prefer ‘descrip- 
tive terms’—such as fancy, choice 
and standard—to grades of the A, 
B, C grading system.” 


Rhode Island Governor 
Asks Advertising Fund 


Gov. Theodore F. Green of Rhode 
Island will seek an appropriation of 
$11,500 from the state legislature for 
advertising Rhode Island’s recrea- 
tional advantages. He has stated that 
he may ask for a larger appropria- 
tion at a later date. 


Littlefield Joins B-N 


C. G. Littlefield has joined the San 
Francisco office of Blanchard-Nich- 
ols, publishers’ representatives. For 
a number of years Mr. Littlefield was 
an advertising representative with 
the Crowell Publishing Company and 
the Rodney Boone Organization. 
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Coming 
Conventions 


April 11-12. Annual meeting, 
American Association of Advertis- 
ing Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 


April 22-25. Annual meeting, 
American Newspaper Publishers As- 
sociation, New York. 


April 25. Annual dinner, Bureau 
of Advertising, American Newspaper 
Publishers Association, New York. 


May 5-12. Annual meeting, Na- 
tional Editorial Association, New Or- 
leans, La. 


May 5-8. Spring meeting, Associa- 
tion of National Advertisers, The 
Greenbrier, White Sulphur Springs, 
W. Va. 


May 6-10. National Premium Ex- 
position, Palmer House, Chicago. 


May 10-11. Annual meeting, Ad- 
vertising Affiliation, Pittsburgh, Pa. 


June 9-12. Annual convention, Ad- 
vertising Federation of America, 
Chicago. 

June 20. First general meeting, 
Graphic Arts Research Bureau, Cin- 
cinnati, O. 


June 23-27. Annual meeting, Pa- 
cific Advertising Clubs Association, 
San Diego, Cal. 

July 6-10. Annual convention, Na- 
tional Association of Broadcasters, 
Broadmoor Hotel, Colorado Springs, 
Col. 


July 6-8. Annual meeting. Ad- 
vertising Distributors Association, 
Schroeder Hotel, Milwaukee, Wis. 


Sept. 9-11. Annual convention, 
Financial Advertisers Association, 
Atlantic City, N. J. 


Agency Celebrates 


25th Anniversary 

Open house was held Feb. 20 at the 
offices of Sidener, Van Riper & Keel- 
ing, Inc., Indianapolis advertising 
agency, in observance of the 25th an- 
niversary of the founding of the 
agency. 

The company was established Feb. 
20, 1910, by Merle Sidener and 
Guernsey Van Riper. Hal R. Keel- 
ing joined the company in 1918. All 
had been associated with the edi- 
torial staff of the Indianapolis Star. 

Mr. Sidener is president and 
treasurer of the company; Mr. Van 
Riper, first vice-president and gen- 
eral manager; Mr. Keeling, vice- 
president and secretary; and Josie 
Gutzwiller, assistant treasurer. 


Soap Companies Name 
Barnes Chase Agency 


All advertising of the Los Angeles 
Soap Company and the White King 
Soap Company, Los Angeles, will 
now be placed through Barnes Chase 
Company, Los Angeles advertising 
agency, E. M. Finehout, sales and 
advertising manager of the com- 
panies, has announced. 

Charles T. Nounnan, who has been 
in charge of outdoor advertising of 
White King soaps for many years, 
has’ become associated with the 
agency, to continue that promotion 
work through the agency. He will 
also direct advertising, sales and 
merchandising of several other ac- 
counts. 


Join Griswold-Eshleman 


Seward A. Covert, formerly on the 
editorial staff of National Petroleum 
News, and Earl R. Preble, who has 
been engaged in sales and advertis- 
ing agency work during the past 15 
years, have joined the staff of the 
Griswold-Eshleman Company, Cleve- 
land advertising agency. 


Heads Hoedt Studios 

J. A. Munch, associated with the 
W. H. Hoedt Studios, Inc., Philadel- 
Phia, for the past 23 years, was 
elected president of the organization 
at a meeting of the board of direc- 
tors last week. Raymond A. Hollis 
was elected vice-president, and Miss 
E. V. Wilson, secretary-treasurer. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO . RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


Change Name to 


Howard & Gymer 
The Edward Howard Agency, 
Cleveland, has changed its name to 
Howard & Gymer. The principals in 
the firm are Edward Howard and 
Frederick E. Gymer. 

Under the new name, the agency 
will continue to serve’ security 
houses, banks and insurance com- 
panies, and will also handle general 
advertising. 


Schirmer to Detroit 

E. A. Schirmer has been trans- 
ferred from the San Francisco office 
of the Crowell Publishing Company 
to the company’s Detroit office. He 
will be replaced by Milo Gates, for- 
merly of the San Francisco office of 
Blanchard-Nichols, magazine  pub- 
lishers’ representatives. 


Four Southern 
States Move to 
Join Wet Ranks 


Birmingham, Ala., Feb. 28.—Four 
of six Southern states which have 
long been dry will shortly join the 
wet, or at least the moist ranks, elec- 
tion returns and preliminary legisla- 
tive actions this week indicate. In 
the other two, dry laws will be main- 
tained. 

In this state, where a three-fold 
referendum was held, final returns 
revealed, after a see-saw battle, that 
Alabama’s 20-year old dry status will 
remain unchanged for the present. 


Mississippi also refused to enter the 
wet ranks. 

In Atlanta, the lower branch of 
the Georgia legislature Tuesday 
voted to legalize the sale of beer, 
with an excise tax of $2.50 on 31 
gallon barrels. The bill was or- 
dered sent to the senate, where it 
will join a liquor referendum local 
option bill passed by the honse the 
day before. 

If these bills are passed and ap- 
proved by the government, they will 
clear up a peculiar situation which 
exists in the state at present, where 
many towns and cities have issued 
local licenses for the sale of beer 
despite the fact that such sale is 
now illegal. 

West Virginia was assured of a 
wet regime this week when Gover- 


nor H. G. Kump signed the state 
liquor control bill, providing for 
state monopoly. The bill goes into 
effect tomorrow. 

In Arkansas a step toward the 
legalization of liquor sales was taken 
with the passage of bills by both 
house and senate providing for such 
sales. While both bills provide for 
package liquor sales, they are dif- 
ferent in many important features, 
and their ultimate fate is in doubt. 

A long step forward toward the 
elimination of the drouth in Texas 
was taken during the week with a 
senate committee on constitutional 
amendments approving a proposed 
amendment which would authorize 
the manufacture and sale of alco- 
holic beverages under regulations 
adopted by the legislature. 


workaday routine. 


THE 

CROWELL PUBLISHING 
COMPANY 

NEW YORK 


Your finger-tip operation, deep luxurious 
seats, better provision for golf bags and lug- 
gage, inspire participation in a hundred inter- 
ests heretofore restricted. The Companion 


REGISTRATION—OVER 2,580,000 


.. . the largest sales total in our field of busi- 
ness. And it’s due to the same appeal an auto- 
mobile makes to modern women . . . Time- 
saving, and the expansion of personal activities. 

Your car that offers weather-proof starting, 
brilliant speed, easier parking, cuts more and 
more time off a woman’s business day. One of 
the Companion’s main jobs is salvaging hours from 


strongly advocates these new interests— discusses 


them in practical detail. 


So your job is closely allied with ours. 


More and more you build your product for 
progressive women. More and more you par- 
allel the appeal that has brought us 2,580,000 
readers— 1,788,000 with motor cars—1,571,000 


who drive themselves. 


Figure the advertising power of such a 
hook-up, especially now that women are in- 
fluencing car purchases more than men—as 


reported by the shows! 


If you'd like proof that women are really going places, ask for the report of a recent survey among Companion 
readers. Their activities make a list as long as your production dreams—with a spread as wide as your sales territory. 


Companion 
ie Feel 


PUBLISHERS OF COLLIERS 
WOMAN'S HOME COMPANION 
THE AMERICAN MAGAZINE 
THE COUNTRY HOME...MORE __ 
THAN 8,300,000 CIRCULATION i 
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ADVERTISING AGE 


March 2, 1935 


Brewers Plan 
Big Campaign 
On Bock Beer 


New York, Feb. 28.—Bock beer 
will be used this spring as a “re- 
cruiting officer” to gain new consum- 
ers for regular beer, according to 
plans developed by the advertising 
department of the United States 
Brewers’ Association, which is offer- 
ing a copy service to the industry. 

Two advertisements have been 
prepared by this department for use 
by both members and non-members 
of the association in making a start 
on the spring selling season. These 


pieces of copy, when used by the 
brewers, will tend to concentrate 
their promotional efforts on a single 
thought, thus serving as a form of 
cooperative advertising. 

For years, the bulletin of the ad- 
vertising department points out, peo- 
ple have looked forward to the an- 
nual appearance of bock beer as one 
of the symbols of spring. These old- 
timers are responsible for a natural 
demand. 

The association’s advertising de- 
partment urged that Bock be adver- 
tised not to stimulate the customary 
demand but to “sell more Bock now 
in order to sell more beer all 
through the year.” The idea is to 
sell Bock to more people, so that it 
will win, by its richness, extra qual- 


ity and extra tonic potency, more 
regular consumers of beer. 

In New York, March 13 has been 
chosen by the Brewers Board of 
Trade, as the opening of the Bock 
season, when, with the appearance 
of goats’ heads in restaurant and 
beer parlor windows, most of the ma- 
jor breweries will release their 1935 
Bock beer. There will be no “goat 
beauty contest,” as was conducted a 
year ago. “Pretzels,” the winner 
last year, is being curried and mani- 
cured to serve again as “Mr. Bock 
Beer 1935.” 


WDAF Power Boosted 


“Sportsman” to Move 


National Sportsman, Inc., Boston, 
publisher of National Sportsman and 
Hunting & Fishing, in April will 
move editorial offices from 108 Mas- 
sachusetts Ave. to the new National 
Sportsman Bldg., 275 Newbury St., 
to accommodate expanding advertis- 
ing and editorial activities. 


G. M. Holbrook Dies 


George Milliens Holbrook, 65, re- 
tired paper manufacturer, died Feb. 
21 at his home in Springfield, Mass. 
He had been associated with the 
Beebe & Holbrook Paper Company, 


| Holyoke, from 1899 until the com- 
Station WDAF, owned and oper- | 
ated by the Kansas City Star Com- | 


pany was absorbed by the American 
Writing Paper Company, with which 


ePOPULAR FALLACIES OF ADVERTISING 


“Only the Big Fellows Can Afford 


to Advertise’ 


IN advertising, as in every other 
field of human endeavor, itis brains, 
energy, and persistence that pre- 
vail, not mere size. It is not neces- 
sary to be a “big fellow” to succeed. 

In the national advertising field, 
a careful check of the progress of 
520 advertisers who spent less 
than $50,000 each in national mag- 


azines in1915, showed these facts— 
In 1915, these 520 advertisers spent 
a total of $6,744,816—an average of 
$12,971 per concern. 
Seven years later, in 1922, there were 
442 of these companies still using the 
national magazines, and their total ex- 


penditures had jumped to $25,847,750— 


an average of $58,479 each. 

Just before the start of depression, 
another seven years later, the number 
had dropped to 401, but their total 
magazine budgets had reached an ag- 
gregate of $40,617,438—an average of 


$101,290. 


Thus, in fourteen years, 77% of the 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. @Every business suffers 
likewise from fallacious thinking— 


" 


coal, ice, banks, railroads, whole- 
salers. They likewise esteem a 
stout defender. QFor 20 years 
NATION’S BUSINESS has fought 
popular fallacies of every busi- 
ness. That is one reason why it 
holds the loyalty of its readers. 


i. s 


group had found advertising sufficiently 
profitable to increase their expenditures 
681%. From average budgets of $13,000, 
they had progressed to average budgets 
of $100,000 . . . “‘little fellows’? who 
grew to be “bigger fellows” with bigger 


markets and bigger sales . . . created 


with the help of advertising. 


NATION’S BUSINESS 


260,000 CIRCULATION 


PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 


Here’s Chance 7 


For Admen to 
Speak Freely 


New York, Feb. 28.—‘The Baw) 
Street Journal,” burlesque of the 
Wall Street Journal published an- 
nually in connection of the annual 
outing in May of the Bond Club of 
New York, will again pay $1,000 for 
contributions used. 

This year there are 35 prizes rang- 
ing from $20 to $50 each for feature 


and miscellaneous length stories, 
short news items, editorials, “In- 
quiring Investor” questions and 


answers, and large and small adver- 
tisements, either commercial or finan- 
cial. 

Those wishing to contribute may 
obtain particulars and suggestions 
from the editor, John A. Straley, 30 
Broad St. An instruction leaflet illus- 
trates the types of material desired 
and gives excerpts from prize-win- 
ning contributions. 

Contrary to what is expected, ad- 
vertising men have won very few of 
the “Bawl Street Journal” awards. 
Only three qualified last year. Lester 
R. Krugman won $20 for an “Inquir- 
ing Investor” item, Howard Murfin, 
of Doremus & Co., won one of the 
advertising prizes and R. Girdler, 
also of Doremus & Co., received an 
award for a miscellaneous length 
story. 

Advertisers are keenly aware of 
the value of the burlesque publica- 
tion and many national advertisers 
have tried to buy space in it at one 
time or another. Space is never sold, 
but would-be advertisers may enter 
copy with the chance it will be pub- 
lished free on acceptance and also 
considered for the awards. 


H. Johnson Joins 


Martin-Senour 


Harold Johnson has been made ad- 
vertising manager of the Martin- 
Senour Company, Chicago, paint 
manufacturer. Mr. Johnson was for- 
merly in charge of paint merchan- 
dising and advertising of the United 
Sash and Door Company, Wichita, 
Kans. 

Mr. Johnson succeeds Howard 
Weckel, advertising manager for the 
past two years, who has been placed 
in charge of Martin-Senour paint 
sales and distribution in the com- 
pany’s central district, taking in Chi- 
cago, Cleveland, Sguth Central, and 
Texas divisions. 


“Review of Reviews” 
Advances E. F. Healey 


Edward F. Healey, for many years 
advertising manager of Review of 
Reviews, New York, was elected a 
vice-president of the Review of Re- 
views Corporation at a recent meet- 
ing of the board of directors. He 
will continue as director of adver- 
tising. 

Dr. Albert Shaw was elected chair- 
man of the board, and Albert Shaw, 
Jr., was elected president. For a 
number of years previously Dr. Shaw 
had been president, and Albert Shaw, 
Jr., secretary and treasurer. 

Howard Florance was elected a 
vice-president of the corporation. 
Roger Shaw was elected secretary, 
and Ralph C. Rockafellow, treasurer. 


Issues Health Primer 


The American Public Health Asso- 
ciation, New York, has published an 
eight-page folder, a health primer, 
answering questions asked by adver- 
tisers and agencies during the past 
several months and covering the his- 
tory of the organization and its 
American Journal of Public Health. 


Genuine 


TYPED LETTERS 


(Heoven Automatic) 


JA NKI Mail Advertising 


Service 
Booklet ** Brass Kauchles,"" Free te Executioes 
19 Fifth Ave., Pittsburgh, Pa. ATlaatic 1390 


, — | ee 
ie 
S ee 
— ae 
ce : P 
by ey os a 
ees 
oe ae — : : : . 
1A Acie | pany, will increase its power from firm he continued until 1927, when 
ee, age! | 
sneieki me | 1,000 watts to 5,000 watts on March 1. | he retired. 
Ur Be eas 
an sol ——————o—————==[==[a=a=_a=alaypaa_a=[_a_=_=_=_=_=_=_=_=="a=[=_=_=_=_=====_=_=_=_===—_—_—_—_—_—_—_—SS— — — A ——<$<—<$<—<—<—<—— S——R——E—>—— 
—— La 
Poe 
reas 
ves 
ee ae 
came me 
eg a 
fas ~ = 
Ae cee 
ae ae 4 , 
; 
ihe ae Dok ol et eer UBL. Se CES ae 
Rear Be Cree Sore eS . roe a: ats Nee y 
aa ? fee ae a= are ee hic sins 
i 3 —— “a : aa 
ne eae l — . ae a Pee : - 
oi ae cs, oe 
“ Ga a ee Sees 
: Setlie oupeiee tes ie) * Nae Be ai <5 ee ete es oe me 
SNe es a as ual ene 
| cee fo. ee —— ee 
ef j eg ks) eae i, ae hat singe 
ie a Ee ee . Scene renee: eae an 
= 2k le 3 Pere a 4 \ Sass ig) hua e ere 
Wiel ona ate Pe Wacuy ses * Smet we 
: i "hei et aa ee a ; 
ot ae ee . S ~ A 
es oe Oe j ag — gay of 7s laa . 7 Bia 
fee toes i ree ; Bi aN ef 2 ae 
SO », ae a : P [ee 
; pei NRE ee EE Ch ie | ENE ne ay aera ee ps. J s 
i ae " ied * A 4 - \ ' } ‘ Po 
tas 3 zz. 
ae, oe 
eee i 
 &§ 
i 
i 
as aa 
et 
a i 
Noe eee } 
| 
JESS H STRIBLING gb 
74 
ae = ‘les. AND ; 
—_—~ 
il Re) CRASS OCIATES 
f 
eS Wye 
' 
j YA Ke J 225 NORTH MICHIGAN AVENUE CHICRCO 
pees 
(44 Hee 
ee ——$$$———— 
-_—s 
: ' ° 
| 
. . , e pa 
Me eee ee Re eke er Oe ee Ot cep he om tana Ape tag eee aie eee ae ra eee ey 
ete ot ieee Ose ate eee a A Co Oe nmr A ath lene i tea oh es Renin nt aee ye Mia, vgs eC ee ou MR ANCE aay er ae Ace he et ees a ERD NS ey, Wee RMN RS ge . rg ig asat LO a cae aaa ne. aa) ear 


Bite 


Any model can wear an ermine wrap, and even a boilermaker can borrow a high hat. Models 


alone don’t make a successful illustration. Neither do sets. Or clothes. Direction does! It’s the 


director, the artist with the camera, that makes an illustration ring true. Whether you appeal to a 
distinctly class market, as David Fletcher does here for Campbell -Ewald’s Cadillac campaign, or 
whether you direct your advertising to the masses, you can place the work with confidence in the 
capable hands of an Underwood illustrator. We offer you what no one else in the world can 
offer you: the art of Lejaren a Hiller, John Paul Pennebaker, David Fletcher, John Funk, 
Harry E. Olsen, George Hukar and the other exclusive Underwood and Underwood artists. 


UNDERWOOD & UNDERWOOD 


242 W. 55th STREET, NEW YORK, N. Y. 125 NO. WABASH AVENUE, CHICAGO, ILLINOIS 
230 E. ALEXANDRINE STREET, DETROIT, MICHIGAN 
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WHAT IS 
SOLKA? 


J. J. MeArthur, paint 
company superintend- 
ent, New York—I know 
it's a product of the 
pulp mills of northern 
New England but Iam 
not familiar with its 
uses except I remember 
that it’s a filler for 
paper products. Seems 
to me I read aboutitia 
Chem & Met some time 
ago as having a variety 
of applications, 


K. B. Jensen, tool-room 
foreman, Minneapolis 
—I've seen it adver- 
tised somewhere and 
know that it’s a com- 
paratively new product. 
It could be a trade 
name fora cutting alloy 
but I'm pretty sure that 
I'd know more about it 
if it was. 


Solka is a product of the 
depression. It was developed 
to obtain highly purified cellu- 
lose in abundant quantity for 
the rayon industry from 
spruce and other forest prod- 
ucts of northern New Hamp- 
shire and Maine. In the 
process a vast array of un- 
usual characteristics was dis- 
covered which could be con- 
trolled, manipulated and 
applied to making hundreds 
of new and better products. 
Today it is a million-dollar 
success and is serving 32 dif- 
ferent industries — plastics, 
textiles, shoes, printing papers 
of all types, etc. 


Here is an outstanding illus- 
tration of what has been going 
on in chemical engineering 
while other industries have 
been marking time. Solka 
was transformed frem a lab- 
oratory experiment to a com- 
mercial product with the in- 
stallation of new machinery 
and equipment and a revamp- 
ing of processing methods. In 
other words when chemical 
engineering stepped in a new 
product stepped out. 


Chemical engineering is the 
science of producing in com- 
mercial volume the products 
of our modern chemical lab- 
oratories. There are 20 broad 
groups of products that might 
still be in the laboratory but 
for chemical engineering— 
products such as glass, ex- 
plosives, dyes, paints, ceram- 
ics, soap, rubber, ete. 


Thus you reach 20 industries 
when you advertise in Chem 
& Met—an industry of in- 
dustries that, even in a de- 

ression year, produced 614 
Billion dollars’ worth of prod- 
uets. Chem & Met mirrors 
the processes, materials and 
products of chemical engi- 
neering. Chem & Met’s ad- 
vertisers direct chemical engi- 
neers to the equipment and 
materials. 


Chemical engineering is the science of pro- 
ducing in commercial volume the products 
of our modern chemical laboratories. 


LURGICAL 
comacys 5 aa 
A McGraw-Hill Publication 
Member ABC-ABP 
330 West 42nd Street, New York, N. ¥. 
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ASSERTS SURVEYS 
SLASH EXPENSES 
OF DISTRIBUTION 


Brand Recognition Gains, 
Polk Census Shows 


Chicago, Feb. 28—If American 
business is to free itself from the bur- 
den of losses caused by faulty dis- 
tribution, positive market knowledge 
is essential, Walter P. Burn, New 
York, director of the consumer cen- 
sus division of R. L. Polk & Co., told 
the Inland Daily Press Association 
here last week. 

Mr. Burn cited Dr. Julius Klein, 
former Assistant Secretary of Com- 
merce, as authority for the statement 
that American business pays a toll of 
$8,000,000,000 annually due to waste- 
ful and inefficient methods of dis- 
tribution. 

Within three years, the Polk Con- 
sumer Census will cover 360 markets 
comprising all towns and cities of 
25,000 population or over in the 
United States, according to company 
plans, Mr. Burn said. The census is 
now being sponsored in 28 cities. 

Factors studied in the census are 
buying habits, purchasing ability, 
brand and store preferences, com- 
modity ownership and age, and 
newspaper, magazine, and radio hab- 
its, comprising a total of 140 market 
factors. 

The tremendous difference in mar- 
kets as shown by the consumer cen- 
sus was remarked by Mr. Burn, who 
gave the following percentages on 
washing machine ownership in vari- 
ous cities: New York, 2.46; Pitts- 
burgh, 60.63; Portland, Ore., 39.13; 
Indianapolis, 29.16; San Diego, 35.3. 
It was found that 58.88 per cent of 
New York families send their wash- 
ing to the laundry. 

The Polk census also reveals the 
brand preference in each market 
neighborhood by neighborhood, in re- 
lation to 29 products. Consumers are 
becoming increasingly brand - con- 
scious, Mr. Burn said. 

The speaker emphasized the im- 
portance of the “no-choice” answers 
as indicating the extent to which ad- 
vertising and merchandising are 
making consumers "increasingly 
brand-conscious, as shown by succes- 
sive surveys. 

“No-choice,” he explained, repre- 
sents the percentage of women heads 
of families who declared they had no 
choice or failed to state a choice 
within five seconds after the question 
was asked by the interviewer. 

On food and drug items measured 
in a survey in 1933 in Hartford, 
Conn., and in a recently completed 
survey in Miami, Fla., “no-choice” 
was shown as follows: 


Hartford Miami 


Re ee 27.7 12.2 
Breakfast food ..... 59.5 24.1 
Laundry soap ..... 24.5 9.5 
rrr 20.8 8.1 
Canned goods...... 67.0 61.8 
Tooth paste ....... 31.2 20.3 
Shaving cream .... 43.0 34.2 
CHBBPOUES ......... 15.1 Men 5.5 

Women 2.3 


Ferry-Morse Company 


Expands Seed Drive 


The Ferry-Morse Seed Company, 
Detroit, Mich., which recently ap- 
pointed Gerth-Knollin Advertising 
Agency, San Francisco, to handle its 
advertising in the nine Western 
states, has released an enlarged cam- 
paign for 1935. 

The spring schedule includes news- 
papers, Sunset Magazine, garden 
magazines, farm papers, and radio. 


Petersen Joins 


Hearst Radio, Inc. 


M. H. Petersen, formerly of the 
radio department of Blackett-Sample- 
Hummert, Inc., Chicago advertising 
agency, has been added to the staff 
of Hearst Radio, Inc. 

Mr. Petersen will handle national 
advertising for all Hearst radio sta- 
tions. His headquarters will be at 
the Hearst Radio main office, 959 
Eighth /.ve. Mew York. 


TELLS OTHER SIDE 


HOLDING COMPANIES 
Are an Essential Part of 
AMERICAN BUSINESS 
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WV ASION OF RIGHTS OF STATES 
memagermen: through holding company 


‘The legulewen @ an wovance of nights of the 
Seaven There are Stave commemans 


There are several million wedivdusl hokiers of 


smwememenis 0 manclsctunag Once the wey 
WRITE TOUR CONGRESS mEn 


Write your Represeniarve and Senator protesting this 
unwarrented demruction of the property of Amencan cuizens. 


ASSOCIATED GAS & ELECTRIC SYSTEM 


With holding company legislation 
pending in the national congress, 
Associated Gas & Electric System 
bought large space in newspapers 
last week to tell its side of the 
story. (Story on Page 12). 


“News” Prints Million 


Copies of Souvenir 


With publication of its “Souvenir 
Edition” early in February, the Chi- 
cago Daily News issued an edition 
said to be unique in newspaper his- 
tory. One million copies of the edi- 
tion, which describes the production 
of a newspaper, were printed. 

The 32-page edition contained more 
than 300 photographs of employes of 
the News, processes of newspaper 
production, and special activities of 
the News. Scores of stories, as well, 
described the functions of every de- 
partment of the newspaper. The 
Place of advertising in modern life 
was treated at length. No advertis- 
ing appeared in the edition. 

Distribution has been made 
throughout Chicago and vicinity, to 
both subscribers and non-subscribers, 
and requests for copies are still pour- 
ing into the newspaper’s offices. Cop- 
ies of the edition were complimen- 
tary, and none was distributed with 
regular editions. The edition was 
two months in preparation. 


Club Celebrates 


25th Anniversary 


The Advertising Club of Fort 
Worth, Tex., celebrated its 26th an- 
niversary and 25 years of affiliation 
with the Advertising Federation of 
America, with a dinner dance Feb. 
19 at the University Club. Members 
of the Dallas Advertising League 
took part in the celebration. 

A. L. Shuman, vice-president, Fort 
Worth Star-Telegram, and a member 
of the club’s first board of directors, 
was toastmaster. Charter members 
present included Amon G. Carter, 
publisher, Fort Worth Star-Tele- 
gram; J. Montgomery Brown, orig- 
inator of the slogan, “Truth in Ad- 
vertising”’; Harry J. Adams, Max 
Gilbert, and W. T. Ladd. 


Moon Glow Appoints 


The Moon Glow Cosmetic Company, 
Ltd., Hollywood, Cal., maker of Moon 
Glow nail polishes, has appointed 
Small, Kleppner & Seiffer, Inc., New 
York, to direct advertising of its 
products. 


Carton Firm Appoints 

The Self-Locking Carton Company 
has appointed Needham, Louis and 
Brorby, Inc., Chicago, as advertising 
counsel. A test radio program is be- 


ing planned. 


Good Housekeeping will open its 
new beauty clinic for 
Thursday, March 7, from 4 to 7 p. m. 
The clinic is located at 57th St. and 
Eighth Ave., New York. 


Back in Manhattan 
Arthur Barnes, Florida representa- 
tive for Craven & Hedrick, has re. 
turned to New York where he is act- 
ing as executive on a number of the 
agency’s accounts. 


To Open Beauty Clinic 


inspection 


[iT DARES TO BE DIFFERENT | 


Points of 
Difference 1-10 


Sto SUM UP! 


That The Christian Science Monitor is dif- 
ferent . that its differences represent 
unusual values to advertisers . . . are facts 
indicated by the following points of dis- 
tinction: (1) The world’s international 
daily newspaper; (2) A unique reader re- 
lationship; (3) News without bias, without 
sensationalism; (4) 85 per cent of all copies 
delivered by mail; (5) Unique dealer “tie- 
in”; (6) Regional advertising at regional 
rates; (7) A magazine section with a pur- 
pose; (8) Newspaper timeliness, magazine 
duration; (9) Distributed in more than 
8000 cities in the United States; (10) Un- 
usual copy requirements. For further infor- 
mation address nearest office. 


THE 
CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 


Branch Offices: New York, Chicago, Detroit, St. Louis, 
Kansas City, San Franciseo, Los Angeles, Seattle, Miami, 
London, Paris, Berlin, Geneva. 


[AN NTERNATIONAL DAILY NEWSPAPER: (| 


Zines 


We must have 
what it takes: 


NY firm, starting in business during the last 
four, years, able not only to exist but to ex- 


pand, must be more than ordinarily good. 
\ 


Our success \and growth since we were organized, 
in 1931, has \been due solely to the fact that) we 
know ‘how, that we have the men and facilities to 
proton, ‘In other words: We have what it/takes! 


Advertisexs who\ wish to eliminate guesswork from 
their plate buying, who are looking for intelligent, 
interested, reliable and friendly ¢o-operation in 
securing thein printing plates, will 


Telephone Wabash sot 
Ra pj D ENGRAVING 


CORPORATION 


Photo Gngravers 
527 South Wells Street Chicago 


@ Half-ttones @ Wood-cuts @ Rubber Plates @ Creative Art 


——-— 


_— 


24 Gh as SF 2 oh oo ot GO t. @ tee 


uy Ea e i . 2 - ‘ , a =i ‘ : bes e sal 
ie ae RS - 
— —_—s 
5 | po 
: | 
7 | H™ COMP LNItS are een woven! se Amer Poem evemgame bo degel dhs onl 
| on been, they er cemeee ce every OO coma cee Soh honking compeny oon 
i | | mero cpt ot sadunry saprems, thew gh ae itor her bere made = tad 
| ‘ Out stew 40 grees Roasts ond ebventagm 
he cenpermnse let below shows the iempersume 
: ae — “<1 " Advameg of grog management tncough beid- ‘ 
0 mS CONpEaY & & Sah of Gumase. Ag compenns hove tong teen (ember we many 
Se Vee Congres © new connie 5 0 BH ohh Ande ot Now te bine Companm ehach ore 
: would abohsh dey helding compenes com + Comes acne ot ow tumnen world ane balding 
: piesely by the ond of fave goons cumpenes wo grat or be degen © teleoe 
; | Comment anon ONA METALE 8 CMEC ALS —coer BROS : siiannnaninnnne eas 
Be Amemen Tetephone & T Co] The Pam Ov Comeeny : . eter es 
2h fy le FO Shas c) 
= | inernguane! Tet & Tet Cormerencn| Repubtes Mert Corporsnoe bs sen 
The Weare Uno Telegraph «> Ter Ome Oil Compene — we 
" c Te A etemens Meet ‘ oe . es oie tatetes 
; seroworee Aewroge totes € fesse Co Bs as c 
si = Generel tenon Canporence Oca Ge Compens of Cabiornce oes Bate 
Scam Copoeens Soonsuens) Cos Compean. tom. oe a B 
. : Commena Chones Caxparence Fie Amerson Rating Ma Co. ts Soe 
ease hos Nieves Cor Compose Qendet Conpnvenes : 
: Pe RS (ednap Mane Cor Compecs Facts Dedyy Conperenen : * 
ie aie we , ™ —— rer hooray Fak W orn Memerconed Coa Ca eS : li 
Surana iam Des a” oman a, ae x : 4 
Ses ieee ¢ Trememerce Carperenne Rewang) bee va Sate : oe it 
Se eae ie — / Vand Pocaten Cnyperenen Ried Chrens! & Pre © 3 
ee iggy ’ pom Cat ON Carp of Pranceiveme 3 : 
ae AA a % 
2: - age Manas Matiend Campecenne Pvtutanons: 8 ee B 
ae a | a Sore St eens 3 3 
¥ a po Senderd Brande, to Gennsn Compens. lax % ‘ 
ae ola Siyth Se | Newomel Dacre Predun ss Corp . . ] 
pre lee ie | eral Fane Corperscoe wrunes ; 
eRe Ge | Soo & Convers Commanceshe 6 Sanhern Comp. ; 
=) eae | | + mn ey Lh J 
Eee ag Sto gs | The Redon Campens (atemine Gor @ Ehren Comp. ¥ 
a | | Unued ron Compan The Uncerd Ger bageacemens Co 3 e 
Pr (a3 A } LER nee Re Save Seg a Sy lees aa ti 
Re ee ag Poetense tes aomnon Wwe Wests © time 
ee : | | otter Rott See ee » | 
ul Amercen Wome Praduen Corp Peciee Gas ond Bientre | 
i ee | Coessiedesed Gas Co af New Vorb | 
eT iis | amen acronis fievew Bond sad Share Co | 
ane Ceneral Lavine Comeees New Ungiand Power Asmecanoe | 
fOr a | | Scungheen Bere & hate Co | Some © Webware Tae | 
MET nen | Ths Gomtrens Ta & Rater C= Cased Light @ Power Ca, | 
Ae ge | So Teampoet anon 
raped rare wee ay Pree: © Cambie Comrens The Reeeertvense Recirwed Co 
ead Gaia | OF Condmn Compcert Cort Wnaghs Conperenen 
A ei, } Rewmgee Rand in The New Vert Comers! Radvosd Co 
ery SN | Weenmghows Au Brobe Company Avchomm, Tapahe & Senes Fe By. Om i 
oe ee Amerase Cor and Foundry company | Seuhers Paite Compenr 
Ft aol ee a {fhe Nemone! Cosh Sngener Co Roinmere @ Onis Ralowed Co 
ee ee | Calgowe Pulmebee Peer Compost Union Pectc Ratened Campene 
emer ee | mes Compene Sore, ethers Retwe Compone 
os ies ~aeoee Ce Jorove Ponds Roseer Compene 
spe el | rr Putman loc 
ae er): Re Ataernsa Weeks Compent The Chewapeabe ond Otie Ry. Ca, 
ut Pr : . Uetereced Sines Peter Compeot | Uses Asean Comp 
re & ¥§ j UST ieeeeng! Akebet Comper | Sends Anusara Corperenen 
Ve ue Ev on oe | Lace ne cee! Bae Me kines Core Nome Cenme Ratroed \ empeey 
acer pa : | Gere @ eracr Conporeace Amerncea Lovemer-e Camper 
eee ee a | Keower Werner Corperence Chcage and Nort Weare Br Cn, 
3 5 . Ths Long te® Lumber Conperesion | Chicagn, Mil. Se Pai & Pec RR Gm 
EG 2 | Kecwnsttgel Gomees Cospescnsn’ | Sones & Mame Reibeed 
. ; FV rwwnme Lire be Robier Company Norteth & Wesmrn Redwer Co 
‘ t Rorronghs Adihng Mactune Cm Simtirs Menorca Trace Cor 
’ “# . | Vabeccs Predvsn Corperenan Ineernamoms) Memacle Mapes Co 
ca ie ‘ | UNted ther Machinery Comp Deleware sad Modeon Co. 
7 . 2 Necermeen a: Paper \ cmpess eaten 
Bee i Se as ena ates es emmmeets | teen estes Stee 
aed gaat ¥ Pak Se Seve Company 
Ce eee >, 3, } Sctaang Ou Campane fhabens 
se cea. | | ened temp teed Conporonne 
RGA Ter lea | Gocntstems fuel Carperense 
oe eats | Whe Toes Copmrense Aesertesed Ory Ones Corp 
* fin ete a : | Reon, Bacon << yo 
Pa EN Sree Sented + at htoree weer ln 
fui » as PT ades chemers tte te | fone Rams Cone 
Be Be Pe hex? Canoe Cortade © Corben Corp. aww ete 
Aye : hckding compares are put out of busines, whe 
oe : | a0 say what ober Kinds of componas Oil nest 
Loree Sa, frroo8 wmmelar acencme” And wie con eramare 
be ee Abou 10% me wnan ah the he inane shat ould be let to conor of 
TE eae | Gace fe wpereeed theoagh bnldiog CBP area? 
Sg eb ee pease The greet growth of clevtne and get 
ae ya te : 
Foe i 
A gary re. H PE cct—“‘COCOCSSS 
te Hema 
= BUSINESS TREATENED lowe ow + and proce he coverer, There ae 
ascneban hove lowe co prevent chums by eovpereunas 
| | ‘Thar ball © thecas not only vo che wulin, bot There us no mavens for the Feders! Governmens 
{ | to all Amercen Deusen The long, relation te wry the powers of che Sear co copvlne 
} ewe to por che wesies ous of Busnes, of whack 
r | | the legulacion os only che lees phase, har a 
; | ] oben # matamn-oade erste of governmns THE RIGHT TO DESTROT PROPERTY 
4 | | Sted ede abe SS 
j | The same bull could be eniended by mmple — wulity holding company wcuncms The real ame 
emmendment io corer every kuad of bunmee wo ihe + om © come, « © ewernp of ' 
Unserd Sescm. from crial more © e@amng from mocks and bends The new legulenee would 
| ieliaiemams 
| 
| | 
eC 
anes i | es 
Be alee j 
oie bes, 
mee as | 
aie cia 
aR baa) ie f Boston, Massachusetts 
eae oa ; 
eee ' 
es 4 
ee pee i 
Qo 
me 4 
i 
. —— —— —————$—=== 
7 ——— ——— a R 
5 eee) 
x vag Pe 
elt a ee H 
Tia i wee 
2h: See j Pe 
aes ; | ee 
£ i 
i 
: a aN 
af 
Slice So i 
oe q 
aos } 
Se 
Spe. 
beg A | 
ig SAE } | | 
oho ie rere oT : | | 
: } | 
. tea ' 
iM 4 | i 
: | | 
i: | | 
i | 
ss j | j 
5 3 ; | 
hie Swe Si H 
OE eee es | 
2S It Ne | 
ile | 
7 a —_ —— 
— ‘ss 
ah, agen 
eer ee ak H 
ee aes i | 
x 3 
oe | Po 
aa) 
er | 
| 
ee tac i, } 
Seg, Seiad | 
ee ieee 
Rese cei 
Se aera 
oan | 
PO | 
Po a 
ee 
| 
a 
| ; | 
| a 
| 
LL | ; SE 
} 
. 
Pa ate ek car PA Na Re Reet) ope) pe aia Ce ok hs re ie i oa Goeth ote ine a ee i erry Sis ee 2 reer oN We Se ae eee oem a ee RRE Sth ee UEC nics ym am Cette. hE Ra By ae” nNOS leet Gaara mca ate PSF Se ae RP eae eee 
at be tla PS eS ye ae et i te Seer tei eet ee ay SG ee em ee ert es CS, ee, een i eae 1 a a ee ee Py co Ah, ee oe i ee Ba gre hg Sak me Pit Be ee we yan eT Sip era, VN aye b as Pe way ee é Sat BER ho ag Nagel a 
re te re ee Oe a Te rh pe ee meer en RES pe fi Sees Seige sy eae eed aerate rt eae NRE Ge ane NR ee FUN ie Sere ae eae | Sipe ae eee gaan gee een rial ge an ae 0S A ie? omit Le neh Oty Tele ay og Ae AN lg 
Lh win Mk RE Nae PRR “Co egy Cad toate tbr a See Real ae o hel z. : eee Bae Pires 5) wi So a ney a Ee prise Sh ee ae a ch ee oe Saat cares 1h i : ees Cash zs a Later ee a4 Se ek ee ee et Wig 
Ret 5 ee OM ie eek e panne pin ese ee iy Ne hice Pa Oe Fn Se baw. hae f ryan ao eee ia Rete n Ren ote tk Vea net tee wm ons. Sadie TMMe Uies ie OEE Ey we eek. ce eu ; es fast = eee : cae 


March 2, 1935 


ADVERTISING AGE 


27 


QUAKER OATS TO 
REPEAT TIE-UP 
WITH BABE RUTH 


(Continued from Page 1, Col. 2) 
closely the technique used so suc- 
cessfully last year. “Play ball with 
Babe Ruth's free gifts” is the head- 
line, while the illustration of Ruth 
includes a balloon saying “Look! 
Boys and girls—I’ll send you these 
‘Big League’ baseball gifts free! 
Just mail the coupon and box tops 
to me quick!” 

Except for a prominent panel of 
product copy, the advertisement is 
largely devoted to the giveaway 
items. “Babe Ruth’s Big Book of 
Baseball,” illustrated 64 pages, 1935 
edition, is offered for two box tops. 
A Babe Ruth badge can be had for 
one box top; a gold-plated baseball 
ring for two box tops; a combina- 
tion watch fob and umpire’s score 
indicator is pictured for three box 
tops. Other items are a “Profes- 
sional League” ball, a catcher’s body 
protector, a baseball cap, and a 
girl’s beret. A coupon in mail-order 
style is appended, headed “Hurry! 
Mail this Coupon!” 


39 Papers on List 


According to the Quaker Oats Com- 
pany, the same type of store pro- 
motion which proved so valuable last 
year is planned. Display cards and 
window streamers, similar to the 
comic advertisements except that 
the copy is greatly reduced, have 
been prepared. 

For use by Quaker salesmen in 
presenting the campaign to the trade 
a portfolio in four colors has been 
prepared. This is notable for the 
brevity of copy and the dependence 
on illustration and color printing 
for its effectiveness. 

Among the newspapers to be used 
are the following: 

Albany Times Union; Atlanta 
American; Baltimore American, and 
Sun; Boston Advertiser, and Globe; 
Buffalo Times; Chicago Tribune, and 
Herald & Examiner; Detroit News, 
and Times; Los Angeles Examiner, 
and Times; Milwaukee Sentinel; 
New York American, and News; 
Omaha Bee-News; Pittsburgh Press, 
and Sun-Telegraph ; 

Rochester American; San Antonio 
Light; San Francisco Chronicle, and 
Examiner; Seattle Post-Intelligencer, 
and Times; Syracuse American; 
Washington Herald, and Star; Phil- 
adelphia Inquirer; Cleveland Plain 
Dealer; St. Louis Globe-Democrat; 
Sacramento Union; Oakland Trib- 


New York City 


[ 


falc Vd 


PICCADILLY 


“AROUND THE CORNER FROM 59 THEATERS” 
Charming Rooms 


DAILY TARIFF FROM TWO-FIFTY 
MONTHLY TARIFF FROM FIFTY 


Dine and Dance in the Beautiful 


GEORGIAN ROOM 
LARRI’S CONTINENTALS (WMCA) 


For Luncheon, Dinner, Supper. 
Wincy Manones Brunswick Recording 
Orch. in Ye Piccadilly Grill 


Entertainment to 2 A.M. No Cover Charge. 

Keep Your Appointments in the 

Silver Lining Cocktail Lounge. 
Ask fora 

“Courtesy Identification Card’’ 

24 FLOORS 706 ROOMS 


45th STREET JUST WEST OF TIMES SQUARE 
PERSONAL DIRECTION OF: JOHN F. MURRAY 


une; Long Beach Press-Telegram; 
San Diego, Union; Portland Oregon- 
ian; Tacoma Ledger; Spokane 
Spokesman-Review; Salt Lake City 
Tribune. 


Brown Swan Appoints 


Philip E. Rice, president of the 
New York State Hotel Association 
and owner of the Brown Swan Club, 
Schroom Lake, N. Y., has appointed 
Craven & Hedrick, New York, to di- 
rect his advertising. 


W yoming O.K.’s Tax 
A bill providing a sales tax of two 
per cent has been passed by the leg- 
islature of the State of Wyoming, 
and has been signed by the governor. 
Proceeds will be used mainly for re- 
lief purposes. 


Plan for Convention 


Directors of the Magazine Club of 
New York met recently to discuss 
plans for the magazine sessions of 
the Advertising Federation of Amer- 
ica convention in Chicago. 


Gundlach to Wallace 


M. L. Gundlach, formerly with the 
Beetle Ware Corporation, has joined 
R. Wallace & Sons Mfg. Company, 
Silversmith, Wallingford, Conn., to 
specialize on premium sales. 


Salathe to Braniff 


W. F. Salathe, formerly associated 
with the San Antonio, Tex., Evening 
News, has been appointed advertis- 
ing manager for the expanded Bran- 
iff Airways, Inc. He will have offices 
in Oklahoma City. 


WCCO Opens New 
Radio Kitchen 


The WCCO Radio Kitchen has been 
established on the fourth floor of 
Dayton’s department store,. Minne- 
apolis, by station WCCO, St. Paul 
and Minneapolis, with an auditorium 
seating 500 persons. 

Broadcasting from the Radio 
Kitchen began this week. Programs 
combining cooking school informa- 
tion with varied entertainment will 
be heard from 2:15 to 2:45 p. m. 
from Monday through Friday each 
week. Martha Moore, home econom- 
ics expert, is in charge. 


Durand Names BBDO 


Durand Company, Cambridge, 
Mass., candy maker, has appointed 
Batten, Barton, Durstine & Osborn, 
Inc., New York, as advertising agent. 


Lo Promote “Today” 


E. M. Gildea, who has served news- 
papers from coast to coast during 
the past 15 years and was formerly 
with the Hearst general staff, has 
been made promotion manager of 
Today, New York. 


Palmer Names Greene 


James A. Greene & Co., Atlanta, 
Ga., advertising agency, have been 
appointed to handle the advertising 
account of the Palmer Brothers Com- 
pany, New London, Conn., maker of 
Palmer Comfortables. 


Joins Seehausen 


Robert P. Hanks has become as- 
sociated in a sales capacity with Gil- 
bert B. Seehausen, Chicago, photo- 
graphic illustrations. Mr. Hanks was 
formerly with Sarra, Inc. 
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In St. Louis 


and the rest of the rich 


9th State 


— = 
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obe-Democrat 


has further enhanced its 
influence among readers by 
the addition of the brilliant 
new Sunday Magazine. 


THE GLOBE-DEMOCRAT IS THE FEATURE NEWSPAPER 


OF THE 49th STATE 


THE ADVERTISER SHARES ITS INFLUENCE 
IN THIS NATIONALLY FAMOUS MARKET 
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Lectures at Pace 


H. L. Roth, vice-president of Cam- 
manday-Roth Company, Inc., New 
York, is giving a course of Wednes- 
day night lectures on sales promo- 
tion and management at Pace Insti- 
tute, New York. 


News 


IS ALWAYS GOOD 
ADVERTISING COPY 


Every business has its triumphs, 
its stories of product applica- 
tions that are more than ordi- 
mary successes. Every business 
has inside workings that, 
although possibly commonplace 
and routine to the men who 
handle the work, make interest- 
ing news for customer consump- 
tion. Every business has policy 
changes that may be the most 
important kind of news to cus- 
tomers—changed prices, new 
sources of distribution, new de- 
signs, improved production 
schedules, faster shipping facili- 
ties or more liberal contractural 
conditions. 


Such news makes the most effec- 
tive kind of advertising copy. It 
establishes a company personal- 
ity. It helps customers and 
prospective customers to ap- 
preciate better the type of ser- 
vice a company is geared up to 
render. It leads to a clearer 
understanding of a company’s 
methods of doing business. There 
is news only where there is life 
and activity. That is why rural 
weeklies struggle to fill their 
columns while metropolitan dail- 
ies throw out columns of news. 
Where there is lots of news it 
is easy for one to sense lots of 
life and activity. 


Translating news into advertis- 
ing copy is merely going back to 
first principles. It has proved 
its value and is still doing so 
today in building successful 
businesses in the construction in- 
dustry. Any issue of Engineer- 
ing News-Record or Construction 
Methods reveals the high regard 
that manufacturers have for this 
fundamental principle of adver- 
tising. 


What is happening in your busi- 
ness that may be of interest to 
engineers and contractors? To 
what new uses are customers 
putting your equipment? Are 
your products making new op- 
erating records out in the field? 
Have you tried to get a picture 
of your product at work on some 
interesting project? (Perhaps 
we can help you in this respect.) 
What were some recent big 
orders? What are users saying 
about your product? 


We suggest that answers to ques- 
tions like these make good read- 
ing, leave a good impression on 
readers and for manufacturers 
seeking to build recognition in 
the construction industry make 
more interesting the work of pre- 
paring advertising copy for such 
newsy, interesting publications 


ee =. 7 
McGraw-Hill Publications 
330 West 42nd St., New York 


SMASHING DRIVE 
FOR SHELVADOR 
READY TO BREAK 


Crosley Quotes Material 
Makers on Quality 


Cincinnati, O., Feb. 28.—Crosley 
Radio Corporation's 1935 “Glorious 
Fourth” advertising campaign, which 
marks the company’s fourth year in 
electric refrigeration, has been de- 
signed to reach every possible buyer 
of an electric refrigerator. 

The opening gun in the big spring 
drive will be a two-page, four-color 
center spread in Time for March 11. 
This announcement will be followed 
by full-color pages in The American 


Weekly, Good Housekeeping, Mc- 
Call's, and The Saturday Evening 
Post. 


Smaller space will be used in some 
31 additional magazines, giving a to- 
tal circulation of 50 million a month, 
and delivering approximately 250 
million sales messages for the Shelv- 
ador and Tri-Shelvador models. 

Six words, “This Much More in 4 
Shelvador,” form the heavy artillery 
of the campaign. The six-word slo- 
gan plays up the patented Crosley 
feature, consisting of storage space 
on the back of the refrigerator door. 
Supporting this theme will be the 
story of high grade materials, fine 
workmanship, and consequent pride 
of ownership of a precision made 
product. 

The Time advertisement will fea- 
ture letters from suppliers of ma- 
terials and machinery to bear out the 
statement of quality materials and 
precision workmanship. 

The most extensive newspaper ad- 
vertising campaign in Crosley his- 
tory has been arranged in co-opera- 
tion with almost 25,000 dealers 
throughout the United States, in 
which Crosley will share the cost 
with distributors and dealers. From 
$1,500,000 to $2,000,000 will be ex- 
pended in newspaper advertising. 


Complete Follow-Through 


Radio advertising on the part of 
the corporation and distributors will 
also form a part of the Crosley Shelv- 
ador program. All forms of advertis- 
ing will be backed by a complete 
series of printed sales promotion ma- 
terial, including catalogs, folders, 
broadsides, recipe books, window and 
store displays. 

“From the general advertising of 
national magazines, there will be a 
complete follow-through ‘with local 


‘newspapers, window and store dis- 


plays, and direct mail, so as to have 
a complete carry-through to the point 
of sale,” Glenn H. Corbett, advertis- 
ing manager, explained. 

Distributors and dealers will be 
reached through trade publications, 
among them Electrical Dealer, Elec- 
trical Merchandising, Electric Kit- 
chen Times, Electric Refrigeration 
News, Home Ware, Radio, Radio and 
Electric Appliance Journal, Radio 
Retailing, Radio Weekly, and others. 

Among the appeals to be used in 
the campaign will be precision engi- 
neering, tested performance, unvary- 
ing quality, long-life mechanism, and 
dependability. 

“Crosley’s 1935 advertising will em- 
phasize that it isn’t enough merely 
to have electric refrigeration, but 
that today you must have electric re- 
frigeration with features,’ Mr. Cor- 
bett stated. “For example, the many 
handy, helpful, practical features for 
the homemaker that are not to be 
had in other refrigerator—among 


‘| them the Shelvador that gives 50 per 


cent more usable space in the refrig- 
erator.” . 
Points to Features 


The advertising will point out that 
added to the Tri-Shelvador models 
now are the Shelvabasket and the 
Storabin for fruit and vegetables and 
other articles of food not requiring 
refrigeration, and the Shelvatray, a 
device which enables the housewife 


to take articles from the refrigerator 
and place them on it, and then carry 
all at one time to the table or wher- 
ever needed. 

“From their introduction in 1932, 
Crosley electric refrigerators have 
doubled in sales each succeeding 
year,” Mr. Corbett revealed. “That 
their sales will be doubled in 1935 is 
a conservative estimate based on the 
fact that sales for the fore part of 
the year are 360 per cent greater 
than sales a year ago, and distribu- 
tors are reporting increases in their 
sales ranging from 50 to 1,000 per 
cent, with 100 and 200 per cent gains 
being common.” 

Among the suppliers of materials 
whose letters are to be reproduced in 
the Time advertisement are The 
Blanchard Machine Company, Cam- 
bridge, Mass.; Pratt and Whitney 
Company, Hartford, Conn.; The 
American Rolling Mill Company, 
Middletown, O.; The Heald Machine 
Company, Worcester, Mass.; The Cin- 
cinnati Bickford Tool Company, Cin- 
cinnati; Cincinnati Milling Machine 
and Cincinnati Grinders, Inc., Cin- 
cinnati; The DeVilbiss Company, To- 
ledo, O.; and The Cincinnati Shaper 
Company, Cincinnati. 


Three Appoint Waters 


Norman D. Waters & Associates, 
New York, have been appointed by 
Queen Valley Fabrics Company, Inc., 
Pawtucket, R. I., to handle its trade 
advertising and dealer helps on cur- 
tains and curtain fabrics; by Laruska 
Fabrics Corporation, New York, linen 
piece goods, with Charles H. Weis- 
senbach as account executive; and 
by S. Cohen & Co., New York, Vianne 
and Laurel underthings, who contem- 
plate a test campaign in class me- 
diums in addition to trade advertis- 
ing and promotional work. 


Bruno Starts Radio 
Research Department 


H. A. Bruno & Associates, New 
York, publicity-public relations or- 
ganization, has established a radio 
research department to develop spe- 
cial information on listeners for 
those of its accounts doing radio ad- 
vertising. 

A new departure in the publicity 
field, the plan is designed to produce 
information from listening groups 
which may be good news copy, and 
may serve the advertiser in tracing 
the group reaction to his program. 


Chalmers Places Account 


with Street & Finney 


D. W. Chalmers, president of the 
Chalmers Knitting Company, Amster- 
dam, N. Y., has appointed Street & 
Finney, Inc., New York, to handle 
the firm’s advertising. 

The company plans an extensive 
campaign in New York newspapers 
on a sport shirt. The same agency 
handled the account many years ago 
when Chalmers advertised Porosknit 
underwear. 


Friend-Wiener Named 


Friend-Wiener Advertising Com- 
pany, New York, has been appointed 
to handle the newspaper advertising 
of Billy Taub, retail clothier; Klein 
& Jackson, real estate, to include ad- 
vertising of the Matisse studio apart- 
ments; and the National Canary 
Farm, Ozone Park, N. Y., which will 
use newspapers and magazines to 
feature the sale of canaries for 
breeding purposes. 


Suspender Firm Plans 
Itinerant Displays 


The Pioneer Suspender Company, 
Philadelphia, has appointed Modern 
Art Studios, Inc., New York, to de- 
sign, construct and operate an itin- 
erant display program for the com- 
pany. 

The displays will be of a historical 
nature, showing the evolution in 
style of belts and garters. 


WHB Power Raised 


Station WHB, Kansas City, Mo., 
increased its power from 500 to 1,000 
watts March 1, by authority of the 
Federal Communications Commis- 
sion. About March 15, WHB will be- 
come a “high fidelity” station. The 
station will continue to operate on 
860 kilocycles. 


Caro Joins Ludgin 


J. H. Caro has resigned as adver- 
tising manager of Albert Pick Com- 
pany, Inc., Chicago, to join Earle 
Ludgin, Inc., Chicago advertising 


agency, as an account executive. 


This Week's 


New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs spon- 
sored over one or two stations by 
local advertisers. 


March 4 


R. B. Davis Company (Cocomalt). 
Renewal. Buck Rogers in the 25th 
Century. CBS, Mondays to Thurs- 
days, inclusive, 6 to 6:15 and 7:30 to 
7:45 p. m., EST. Early broadcast on 
14 stations, later one on 26, including 
West coast. Originates at WABC, 
New York. Agency, Ruthrauff & 
Ryan, Ine. 

~~ = @& 


Consolidated Cigar Corporation 
(Harvester cigars). New. Nat Brusi- 
loff’s orchestra and Harve and 
Esther, comedy team. Mutual (WOR, 
WLW, WGN, WXYZ), Monday, 
Wednesday and Friday, 9:30 to 9:45 


p.m. Originates at WOR. Agency, 
Aitkin-Kynett Company. 


+, FT 
Pinaud, Inc. New. “Lilac Time 
with the Night Singer”; Baron Sven 
Von Hallberg’s orchestra. CBS, Mon- 
day, 10:30 to 11 p. m., EST, on 30 sta- 
tions, coast to coast. Originates at 
WABC, New York. Agency, Calkins 
& Holden. 
March 7 


Enoz Chemical Company. New. 
“Wooley the Moth.” NBC-WJZ basic 
blue network, Thursday, 5:15 to 5:30 
p. m., EST, with rebroadcast 6:15 to 
6:30 EST for Chicago and Western 
stations. Agency, McJunkin Adver- 
tising Company. 


March 8 


B. F. Goodrich Company. New. 
“Circus Night in Silvertown,” with 
Joe Cook as barker. NBC-WJZ net- 
work. Friday, 10 to 10:45 p. m., 
EST. Agency, Ruthrauff and Ryan, 
Inc. 


Bozorth to Reach 


Edward Bozorth has joined the 
copy department of the Chas. Dallas 
Reach Advertising Agency, Newark. 
He was previously with Batten, Bar- 
ton, Durstine & Osborne, Inc., for 
four and a half years. 


Bastord Appointed 


The American Type Founders Sales 
Corporation, Elizabeth, N. J., has 
appointed G. M. Basford Company, 
New York, as its advertising counsel. 


No. 1 
of a Series 


HOW DO YoU 
ACCOUNT FOR 
YOUR HEALTHY 
GROWTH IN 

CIRCULATION, 
MR. CRISWELL ? 


Bernarp C, Durry 
Vice-President and Space Buyer 
Batten, Barton, Durstine and Osborn, Inc. 
383 Madison Avenue, New York 


INTELLIGENT PEOPLE ALL 
OVER THE COUNTRY ARE 
INTERESTED IN NATIONAL 
AFFAIRS NOWADAYS, 

MR. DUFFY. THE UNITED 
STATES NEWS GIVES THEM 
THE INFORMATION THEY 
WANT AND THE WAY THEY 
WANT IT—SIMPLIFIED, 
CLARIFIED, CONDENSED 
AND ORGANIZED FOR 
EASY READING. ALL OUR 
CIRCULATION, BY THE 
WAY, HAS BEEN SECURED 
BY MAIL. 


Epcar G. Criswevi 
Advertising Representative 
The United States News 


The Anited States News 


The Weekly Newsmagazine of National Affairs 


New York OFFICE 
247 Park Avenue 


Cuicaco OFFICE 
180 N. Michigan Avenue 


Published at Washington 


MAGAZINE PERSPECTIVE WITH NEWSPAPER SPEED 
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H. G. Weiss Joins 


Baker Consultants 


Harvey G. Weiss has been ap- 
pointed director of mediums for the 
Bakers’ Consulting Bureau of Chi- 
cago and South Bend, merchandising 
consultants to bakers. The bureau 
has started placement of nationwide 
advertising for the new Honey 
Krushed wheat bread. 

Mr. Weiss was formerly Western 
advertising manager of Town and 
Country and more recently was as- 
sociated with the Chicago Daily 
News. 


Woolf Made Officer 
of Rapid Engraving 
S. Roger Woolf has been made vice- 
president of the Rapid Engraving 
Corporation, Chicago. He was for- 
merly president of Woolf-Gurwit 
Advertising Agency, Chicago, and 
more recently was associated with 
Elmer-Richards Company, and Spie- 
gel May Stern Company. 


Brack Agency Expands 


The Franklin Bruck Advertising 
Corporation, New York, formerly the 
Franklin Advertising Corporation, 
will move to Rockefeller Center and 
as the first step in an expansion pro- 
gram will inaugurate a radio depart- 
ment. H. A. Marsh, account execu- 
tive, will have charge of the new 
unit. 


M. M. 


vs. 


P. M. 


In planning the Window Dis- 
play, it pays to be "Mer- 
chant-Minded" rather than 
Price-Minded. FACTS TALK! 


FREEMAN CO.** 


Starr and Borden Avenues 


e Long Island City, N. Y. 


“Pages” f 
that SELL. 


Four pages—one sheet 
of sturdy bond paper 
—covering 11 major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national) —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as "questionnaires." ¢ + Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
$00 Sansome Street San Francisco 


oe re ee 
OVE) 
& 


“FOUR PAGES" 


Reg. U. S. Pat. Off. 


‘AupiTorIUM 
HOTEL RATES 


Now from $f 


Must think-you can now 
enjoy the comfort and lux 
ury of the Auditorium Hotel 
for as little as $15° a day 
for a room without private 
bath or from $25° a day with 
private bath. A splendid 
location— every conven 
ience — in an atmosphere 
of luxury at low cost. 
Geo. H. Mink, Mgr. 
MICHIGAN AVE AT CONGRESS 


[CHICAGO 


HUPP 10 STAGE 
BIG PAGEANT OF 
TRANSPORTATION 


(Continued from Page 1, Col. 3) 
keen interest in the project that sev- 
eral million dollars worth of adver- 
tising will probably be utilized in 
its execution. The Chicago Evening 
American will fire the opening gun 
April 6 with a 16-page color section 
devoted exclusively to this drama- 
tization of modern transportation. 
Similar special sections will be is- 
sued by other newspapers in many 
cities, according to present indica- 
tions. 

The Pageant of Transportation is 
one of a series of national publicity 
projects conceived by Mr. Andrews, 
chairman of the Hupp board; S. L. 
Davis, Chicago distributor of Hup- 
mobiles, and Louis A. Hebert, one of 
the company’s new directors and 
member of the executive committee. 

The Pageant of Transportation 
will demonstrate the extraordinary 
strides taken by railroads, automo- 
biles, air lines and others within 
the last year or two. It will reveal 
the full extent to which railroads 
have developed streamline trains, 
high-speed schedules, and lighter 
weight cars, representing the con- 
quest of science over needless and 
expensive weight. 


Will Have Large Drive-Away 


The event will be climaxed by a 
striking car-owner drive-away from 
the Hupp factory in Detroit April 
25. Hupp distributors have already 
placed non-cancellable orders in ex- 
cess of 1,000 cars to be sold to in- 
dividual buyers. These 1,000 new 
owners will travel to Detroit on 
streamline trains originating in 
many different parts of the country. 

The drive-away from the factory 
will pass in review through Detroit’s 
main thoroughfares, escorted by air 
squadrons, brass bands and other 
pageant features, giving the resi- 
dents of the motor city a visual dem- 
onstration of prosperity in the mak- 
ing. 

Plans for the Pageant of Trans- 
portation have met such enthusiastic 
response that efforts will be made 
to get President Roosevelt to give 
it official sanction as an event mark- 
ing definite emergence from the de- 
pression, while paying tribute to the 
country’s railroads. The latter, it 
is asserted, have played a role sec- 
ond only to that of the automotive 
industry in acting as pace-maker for 
industry as a whole. 

Many of the largest manufactur- 
ers in the United States have already 
agreed to participate in the program 
and cooperation of others is being 
enlisted daily. The support of 
Chambers of Commerce in every 
metropolis will be sought. Even 
large retail merchants throughout 
the country are expected to turn the 
Pageant of Transportation to ad- 
vantage. To this end, the Hupp ad- 
vertising department is providing 
newspapers with border mats for use 
by local dealers in all lines. 

While Chicago and Detroit will be 
the focal points of the Pageant of 
Transportation, plans are being laid 
to unfold the drama of the railroads 
in every large city in a series of 
spectacular events. Though the 
idea of the pageant was conceived 
by members of the Hupmobile or- 
ganization, each participant will be 
as much a party to the project as 
the other. Hupp’s contribution is 
its 1,000-car drive-away, plus its 
share of advertising costs. 


Gets Western Account 


Ransohoff’s, San Francisco women’s 
apparel store, has placed its account 
with Thomas H. Reese & Co., Inc., 
New York, and will conduct a cam- 
paign in class magazines on millinery 
and gowns as introduced by the or- 
ganization on the West Coast. 


“News Herald” Names Rep 


The Suffolk, Va., News Herald has 
appointed Frost, Landis & Kohn, 
New York, to act as its national ad- 
vertising representatives. 


Arkansas Papers 
Seek to Clarify 
Rate Definition 


Hot Springs, Ark., Feb. 28.—Clari- 
fying definitions of the terms “local- 
retail advertising” and “general-na- 
tional advertising” were incorporated 
in an agreement adopted by members 
of Arkansas Dailies, Inc., at the 
group’s meeting here last weekend. 

Non-member publishers of Arkan- 
sas dailies and publishers from other 
states attended the Arkansas Dailies 
meeting. 

“The local-retail advertising rate,” 
the agreement declared in part, “is 
applicable only to the advertising of 
a firm or individual in which the 
product or service advertised is of- 
fered direct to the consumer through 
a retail outlet.” 

General-national rates are to apply 
to “all advertising other than that of 
strictly bona fide retailers, selling at 
retail exclusively, paid for entirely 
by themselves, and offering goods or 
services to the consumer at outlets 
owned by themselves without refer- 
ence to whether the copy is placed 
direct or through an advertising 
agency.” 

The classifications most directly af- 
fected by the new body of definitions, 
the agreement states, are: automo- 
tive; appliances; liquor, beer, and 
soft drinks; and soaps and cleaners. 

An advisory committee of three, 
consisting of one publisher, one ad- 
vertising agency executive, and one 
publishers’ representative, was set 
up. The committee’s interpretations 
as to whether copy is local-retail or 
general-national, are to be accepted 
as final, in case of disagreements. 

H. Robinson, business manager, 
Fort Smith Times-Record and South- 
west American, was named chairman 
of the committee, which includes W. 
V. Witmer, Memphis, general man- 
ager of Arkansas Dailies, Inc., and 
Walker Saussy, manager of the New 
Orleans office of McCann-Erickson, 
Inc. 

The agreement adopted by the Ar- 
kansas publishers is identical in 
most respects with that reached by 
members of the Texas Daily Press 
League several months ago. 


KRNT, Des Moines, 
to Join CBS Chain 


Station KRNT, Des Moines, will be 
added to the basic network of the 
Columbia Broadcasting System 
March 17, a new CBS rate card, No. 
20, discloses. 

The station is owned and operated 
by the Des Moines Register and 
Tribune, and is the same station pre- 
viously operated as KSO. While it 
will have the same place on the dial 
that it now occupies, it will have 
twice its present power. 

An analysis of the “listening 
areas” of KRNT, based on its new 
schedule of CBS programs, will soon 
be available from the CBS research 
department. 


Plymouth Adds Two 
Lower Priced Models 


Plymouth Motor Company will add 
two new lower priced models to its 
1935 line. They are a business coupe, 
priced at $510, and a two-door busi- 
ness sedan, $535. 

The company has also announced 
a special “High Wheel” model, with 
20-inch steel disc wheels for use in 
rural districts. 


Stevens, CBS Announcer, 
Captures BBDO Award 


Carlyle Stevens, youthful an- 
nouncer on the Columbia Broadcast- 
ing System network, has been named 
winner of the first annual “BBDO 
Award for Good Announcing,” offered 
by Batten, Barton, Durstine & Os- 
born. 

Mr. Stevens will receive a cash 
award as well as an appropriately 
engraved stop-watch. In offering 
the award several months ago, Roy 
S. Durstine, vice-president and gen- 
eral manager of the agency, de 
scribed good announcing ag “sincer- 
ity, accurate diction, naturalness, 
persuasiveness, lack of mannerisms, 
and an absence of those curious in- 
flections which belong to an un- 
known language in a world which 
doesn’t . exist.” 


Says Drastic Price 
Rise Is in Prospect 


The most drastic rise in prices the 
United States has ever experienced 
was predicted by Hudson B. Hast- 
ings, professor of industrial adminis- 
tration, Yale University, in an ad- 
dress at the New Haven Advertising 
Club luncheon this week. 

Prof. Hastings, who is executive 
secretary of the research council of 
the National Monetary Association, 
based his prediction upon the recent 
decisions of the Supreme Court in 
the gold clause and gold certificate 
cases. He declared that huge excess 
gold reserves in the federal treasury 
and in federal reserve banks consti- 
tute a dangerous situation. 


Billboard Opponents 
Distribute Stickers 


In support of the Kitchel billboard 
bill now before the Connecticut leg- 
islature, a campaign sticker prepared 
by proponents of the measure is be- 
ing distributed widely throughout 
the state. 

The sticker shows a map of Con- 
necticut, upon which appear the 
words: “As far as possible, I favor 
products not advertised on the land- 
scape of Connecticut.” 

The Kitchel bill would sharply re- 
strict outdoor advertising and in- 
crease the license fee for poster pan- 
els. It is supported by the Federated 
Garden Clubs of Connecticut. 


Australians to Hear 
Comer Radio Dramas 


Three plays produced by the Rus- 
sell C. Comer Advertising Company, 
Kansas City, Mo., and now being 
broadcast in this country, will be 
broadcast in Australia starting in 
March. All are electrical transcrip- 
tions. 

The programs are “The Forty- 
Niners,” or “The Adventures of Clem 
and Tine”; “The Randall Family”; 
and “While the City Sleeps.” The 
sale of the programs for use in Aus- 
tralia was arranged by Alfred D. 
McKelvy, secretary of the company. 


Agencies Affiliate 
Extending the scope of a long es- 


tablished correspondent relationship, 


D’Evelyn & Wadsworth, Inc., San 
Francisco advertising agency, has 
effeeted an affiliation with the Ferry- 
Hanly Advertising Company, main- 
taining offices in New York, Chicago, 
and Kansas City. 


To Re-open House 


The Bride’s House of House Beau- 
tiful will open April 1 for three 
months at 444 Madison Ave., New 
York, providing an exhibition of 
homemaking and decorative ideas. A 
music room and a kitchen have been 
added to the group of rooms dis- 


played last year. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 


Experienced in writing copy for 
direct-mail advertising, leaflets, sales- 
men’s bulletins, a house organ and 
trade papers. Steady position in ad- 
vertising department of quality-prod- 
uct concern. Small city, central New 
England. Write age, education, ex- 
perience and preferred compensation. 
Box 545, ApverTIsinec AcE, New York. 


WOMAN EXECUTIVE 
Asst. production manager, advertis- 
ing agency. Must have experience, 
be able to assume responsibility. 
ZINSER PERSONNEL SERVICE 
R. 1548, 140 S. Dearborn, Chicago 


POSITIONS WANTED 


Publisher moved from New York 
City wants to place in New York City 
highly recommended stenographer 
now in charge of advertising order 
department for bi-weekly running 
yearly 207,000 lines. Her experience 
will qualify particularly with pub- 
lisher or agency. American Agri- 
culturist, Advertising Manager, Box 
44, Ithaca, N. Y. 


Seeking position writing radio 
copy. Thoroughly familiar with ra- 
dio, local and chain, having been 
broadcasting from Chicago for past 
four years. Have written some con- 
tinuity. Experience rather than sal- 
ary primary objective. Age 23; grad- 
uate Northwestern University. Ad- 
dress Box 546, ApverTisine AGE, Chi- 
cago. 


ADVERTISING REPRESENTATION 
WHO WANTS MORE BUSINESS 
IN OHIO? 

This ad is written by an executive 
of a high grade Chicago business pa 
per—the outstanding leader in its 
field. The man in charge of our 
Cleveland office for nearly two years 
has proven his worth, but now he can 
nicely handle another publication. He 
covers Ohio, Michigan, W. New York 
and W. Penn., and is in every section 
once each month. He has his own 
car. He is a commission man, asks 
small drawing account, can get the 
business, and makes staunch friends. 
Write me in confidence and I'll do 
the same toward you. Executive, Box 
547, ADVERTISING AGE, Chicago. 


Studies Oriental Trade 


Irwin A. Vladimir, chief of the for- 
eign division of Maxon, Inc., New 
York, and formerly resident in Japan, 
will sail from San Fraricisco March 
7 for Japan, China, Formosa and the 
Philippines, where he intends to 
study expansion possibilities for 
Japanese export trade. He will con- 
sult with several groups represented 
by Maxon, Inc., in the United States. 


With Craven & Hedrick 


Mrs. Ruth H. Allen, formerly di- 
rector of publicity for the Pennsyl- 
vania State Republican Committee, 
is now resident at Atlantic City as 
representative for Craven & Hedrick, 
New York agency, contacting hotel 


accounts there. 


—— 


MILLIONS OF 


Northern New Jersey every month. 
Outdoor Advertising on the O’Mealia 
Plants will tell them YOUR STORY. 
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Harry O'Mealia, President. Jersey City,N.J. 
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BROADCAST RE 


METROPOLITAN’S 
PROGRAM ROUNDS 
OUT 10TH YEAR 


New York, March 2—Paraphrasing 
the Post Office Department’s motto best 
describes the radio work of Arthur 
Bagley, director of the Tower Health 
League exercises, a ten-year-old morn- 
ing NBC commercial program: “Neither 
snow, nor rain, nor heat, nor gloom of 
early morning stays this courier from 
the completion of his 6:45 A.M. ap- 
pointment in hundreds of thousands of 
American homes.” 

Since the Metropolitan Life Insur- 
ance Company began its network pro- 
gram over eight NBC stations on March 
30, 1925, his cheery “good morning, 
good friends” has started the day for a 
vast audience, has opened NBC’S broad- 
casting each weekday morning. With 
Bill Mahoney, his piano accompanist 
for nine years, Mr. Bagley holds the 
air for an hour and a quarter as he 
“sets up” four shifts of workers for 
the day’s job. 

Over a Million Letters 

Over a million letters from people in 
every walk of life reveal to him who 
the members of his audience are. They 
are located wherever the following 
Basic Red network stations are heard: 
WEAF, New York; WEEI, Boston; 
KYW, Philadelphia; WGY, Schenec- 
tady; WBEN, Buffalo; WCAE, Pitts- 
burgh; WRC, Washington, and CRCT, 
Toronto, Canada. 

Metropolitan Tower Health League 
exercises is the oldest daily feature on 
the air. Since the first morning greet- 
ing, over the single station WEAF on 
January 27, 1923, not one commercial 
annov:icement has been made! Why then 
does the Metropolitan use radio? Be- 
cause the original concept of the pro- 
gram has been adhered to: an unselfish, 
altruistic interest in building stronger 
bodies and better all ’round health. 

No Leads to Salesmen 

Not a single letter has ever been 
turned over to one of the thousands of 
Metropolitan men for following up. 
And yet, when a new policy is signed, 
hundreds of newly-insured men and 
women volunteer the information that 
he or she never misses the “good morn- 
ing, good friends” greeting or the fa- 
mous tower chimes which introduce 
and close the program. 

Since the exercises were first aired, 
approximately 1,500,000 letters have 
been received; 1,107,333 exercise charts 
and 1,399,794 copies of health literature 
have been mailed out gratis. 

Do the exercisers benefit from the 
experience? The mail tells an interest- 
ing story, furnishes thousands of testi- 
monials of physical and mental benefits 
derived through the daily meetings of 
“the largest gym class in the world”. 
Here’s one of the reasons: Arthur 
Bagley knows his exercises. He super- 
vised gymnasiums for the Y.M.C.A. for 
twenty-three years and directed soldiers 
in exercise drills at training camps. 


AIR-CONDITIONING SYSTEM 
Here is the control panel for regulation of temperature and humidity in all A 
parts of NBC studios. This system is the largest private air-conditioning 
plant in the world. The dials indicate conditions in every section of the 


studio part of NBC's elaborate quarters. 


( Advertisement) 


IEW 


ORIGINAL RADIO BUILDER-UPPER 


Arthur Bagley, director of the Metropolitan Life Insurance 
Company's Tower Health League exercises, has been at his 
business of getting people up (and getting them to exercise 
after they get up) since 1923 over station WEAF. Since 1925, 
Bagley has been heard over eight NBC stations each weekday 
morning at 6:45 A.M. (E.S.T.) 


AT THE MET 


Geraldine Farrar and Milton Cross, racon- 

teuseand narrator, bring the Lambert Com- 

pany sponsored Metropolitan Operas to i. 
ericanh every Saturday afternoon. ' 


NBC’sWOMAN ANNOUNCER 


Elsie Janis, widely known comedienne and 
mimic, is now a regular announcer. She is 
known to millions through her stage and 
radio career as well as her singing to the 


A.E.F. during the World War. 


OUTSTANDING NEW STAR OF 1934 


Helen Jepson, star of Paul Whiteman’s Kraft Music 
Hall, Thursday evenings over a coast-to-coast NBC 
Red network, was voted radio's outstanding new 
1934 star by 200 radio editors who replied to the 


New York World-Telegram’s fourth annual poll 
of favorite talent. 


TITLED MILK MAID 
Beatrice Lillie, Lady Peel if you read Burke's 
Peerage, is radio's newest one-woman riot! 
She has taken to thoroughly debunking 
stuffed-shirtism in our fair America. You 
may listen to her famous line, “Why you old 
bach-elor’’ on The Borden Sales Company's 
Friday night show over a coast-to-coast 
NBC Blue network program. 


RADIO'S BIGGEST STORY 
The first combined field strength and mail 
response study is off the press. It’s 
called NBC NETWORK AIREAS and has 
aptly been called “radio's biggest story.’ 


——. 


OF THE MONTH 


years old and married. 


MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS 


Left to right: Patrick J. Kelly, supervisor of NBC's staff of announcers, was a sailor, marine engineer and musical comedy star before coming to radio; 
Alan Kent was an actor but was drafted to his present job. He writes comedy as a hobby; Don Lowe played stock before becoming an announcer on 
a Boston station, is a bachelor and 24; Kelvin Keech is quite a linguist and made his microphone debut as an orchestra leader for the British Broad- 
casting Corporation in London; George Hicks was picked from 200 applicants as announcer for NBC’s Washington, D. C. studios. Twenty-nine 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


HENRY AND EDSEL FORD LOOK OVER EXPOSITION MODEL 


PHOTOGRAPHERS RAZZ THEIR OWN CRAFT 


Henry and Edsel Ford (left and right) examine a detailed scale model of the building that will house the 
Ford exhibition at the California Pacific International Exposition at San Diego this summer. In the center 
is G. Aubrey Davidson, exposition chairman. 


ADVANCED BY G-E HELPS ONE TO LIVE GRACIOUSLY 


H. H. Green, formerly advertising 
manager, and for the past four 
years in the Western sales depart- 


One of a series of three photographs made by Grignon, Chicago, ment, who has been made man- 7 
to aid in publicizing the Photographers’ Frolic,’ a dinner dance to ager of the newly-organized mar- & ore. 4 
be held at the Palmer House, Chicago, March 16. It is sponsored by ket study section of General Elec- ia - . ™ ; 
the Commercial and Illustrative Photographers Institute, and numerous tric's incandescent lamp sales pro- me < 4 \A 

other local photographic groups. ~ motion department at Cleveland. VA 


4 
; LMCKIES USE ONLY THE CRNTER LAAVER 7 
<THE CENTER LAAVES GIVE Yt 


BAG MANUFACTURER POINTS MORAL WITH BLANK SPACE 


Four-color pages in March magazines present Lucky Strike cigarettes 
as aids to good living for both the gentleman and the lady. A bull’s- 
eye low on the page puts over the center leaf story. 


lio; ‘ : " i 
.d- | Unusual photograph made by George Hubar of Underwood and Underwood for Union Bag & Paper Baer-Wilde Company, Attleboro, Mass., is now enclosing stud and 
ue Company, New York. tuk Gone in a subway advertising panel is as useless as an unprinted paper cuff-link sets in molded Durez cigarette cases which make an added 


bag, the copy points out. appeal to the buyer. 
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Most Colorful of Magazines \ 


Of all the full page advertisements 


in the March issue of Esquire. 


3 31.7% are in color. This is only : 
y logical. as the best place for color é 
advertising is in the pages of the : 
most colorful of all magazines in ‘ 
editorial content. But another a 


reason may be Esquire’s relatively / 8 


low premium for the use of color. / Pr, 


FICTION » SPORTS - HUMOR 
CLOTHES - ART - CARTOONS 


MARCH 


ARTICLES 


ERNEST HEMINGWAY 
EDWARD ACHESON 
MAJ. PAUL BROWN 
DR. A. F. KRAETZER 

FRED C. KELLY 
CAPT. HUGH GRANT 
EDWARD LASKER 
JOHN WILSTACH 
HERBERT COREY 
STUART HOWE 
JOHN GUNTHER 


FICTION 


THOMAS MANN 
MANUEL KOMROFF 
KONRAD BERCOVICI 
J. D. BERESFORD 

LOUIS PAUL ss 

R. D’AUXION de RUFFE 

CLENDENIN WILLIAMS 
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LETTER HEADS 
REDESIGNED TO 
DO BETTER JOB 


Beauty, Sales. Ability, Go 
Hand in Hand 


New York, March 1.—Letterheads 
of all companies affiliated with 
American Machine and Metals, Inc., 
have just been redesigned to indi- 
cate their common parentage and to 
further the joint objective. Com- 
panies included under a single ban- 
ner are Tolhurst Machine Works, 
DeBothezat Corporation, Trout Min- 
ing Company, Oil Products Appli- 
ance Company, Inc., Troy Laundry 
Machine Corporation and Halliwell, 
Inc. 

While the companies in the group 
operate separately and are to out- 
ward appearances entirely indepen- 
dent of each other, they have much 
in common. Frequently they pene- 
trate the same markets in their sales 
activities and the customer of one 
is often a potential buyer of the 
products of another. 

For this and other obvious rea- 
sons the purpose underlying the de- 
signing of new letterheads was to 
emphasize the relationship existing 
between the companies. This has 
been accomplished by the use of a 
basic device throughout the group 
with such variations as are appro- 
priate to distinguish each individ- 
ual and still retain a close family 
resemblance. 


Other Standards Met 


The other standards to which 
g00d letterheads must conform have 
also been met. The company names 
are prominently and attractively dis- 
played beside the illustrations so 
that the eye is immediately attracted 
and at a glance the recipient of 
one of the letters can tell by whom 
he is being addressed and the na- 
ture of the correspondent’s busi- 
ness. 

The dark stripe right under the 
company name in each case sets off 
separately and clearly a brief de- 
scription of its products. The in- 
scription “Unit of American Ma- 
chine and Metals, Ine.” unobtru- 
sively points out the relationship of 
parent to affiliate and the scrolled 
hair line across the top of the de- 
sign, besides adding a decorative 
note, leads the eye to the American 
Indian arrowhead chosen as the in- 
signia of American Machine and 
Metals, Inc. 

Finally, the address and telephone 
number of the headquarters office 
appears on all letterheads, with pro- 
vision for imprinting addresses of 
branch offices in red, in Gothic type- 
face similar in size and form to the 
inscription “Unit of American Ma- 
chine and Metals, Inc,’”’ under the 
words, “Address reply to.” 


Processes Are Combined 


The letterheads were made by a 
combination of fine printing proc- 
esses employed to produce unusual 
richness of tone and elegance. The 
illustrations were done by the photo- 
gravure method which is a photo- 
chemical process by which the image 
is photographed through a _ fine 
screen on a copper plate the surface 
of which is coated with sensitized 
gelatine. 


The image on this coating is made 
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up of a myriad of small dots where 
the light went through the screen 
and by application of acid which 
eats through the dots on the coat- 
ing into the plate itself the image 
is etched into the copper by innum- 
erable tiny pits into which printing 
ink is rolled. The surface of the 
plate is then polished clean so that 
when the paper is applied to the 
plate in the printing press it 
squeezes down into the little pits and 
picks up the ink which reproduces 
the picture on the paper. 

While costly, this method is un- 
excelled for giving clean sharp de- 
tail in a picture. The dark stripe 
was done by a phototinting process 
and the lettering was all printed 
from engraved plates. 

An interesting point in connection 
with the development of the new 
letterheads was that the Strathmore 
Paper Company was invited to sit 
in at the conferences. With a full 
knowledge of the problems involved, 
the company was able to recom- 
mend a paper with assurance that 
it met all specifications. The sheet 
selected was Highway Bond, a high- 
class rag content paper. 

An official of American Machines 
and Metals, Inc., summarized the 
results in these words: 

“Thus we possess a handsome set 
of letterheads which combine taste- 
ful designing, beautiful paper and 
exquisite printing. They deserve 
careful storage until they are used 
and are worthy of first-class arrange- 
ment and typing of letters to be 
written on them so that the en- 
semble will not fail to produce a 
favorable effect upon recipients.” 

Nahm Photogravure Company was 
in charge of design of the letter- 
heads. 


Caterpillar Makes 
Good Start in 1935 


Net earnings of Caterpillar Trac- 
tor Company for January amounted 
to $277,958, after all charges. 

This figure compares with $223,019 
for January, 1934. 


Cooperative Copy Is 
Making ’35 Comeback 


Chicago, March 1—When NRA 
first loomed on the horizon, it was 
generally predicted that cooperative 
advertising by industries would re- 
ceive great impetus from the or- 
ganization work done within each 
field. Even though some _ profess 
to believe that NRA is passing out 
of the picture, the prophecies are 
being fulfilled. 

Many associations which adver- 
tised some years ago, but were 
forced to discontinue, have resumed. 
Others, never sufficiently well or- 
ganized to finance advertising cam- 
paigns, have been able to overcome 
all obstacles and start such promo- 
tion. 

The Sept. 1, 1934 issue of CLAss 
& INptsTRIAt MARKETING described 
some of these campaigns. 


Promote Dairy Machinery 


The current appropriation of Dairy 
and Ice Cream Machinery & Supplies 
Association for publication advertis- 
ing under its own name is about 
$15,000. Seven or eight technical 
publications are being used to reach 
the fields where members’ products 
are purchased, particular attention 
being paid to ice cream manufac- 
turers, milk plants and butter manu- 
facturers. 

Approximately 20 per cent is used 
for a small year-round campaign and 
the remainder will be expended in 
concentrated advertising prior to the 
annual exhibit October 15-20 in 
Cleveland. Both campaigns stress 
the economy of modernization. 

The association has joined in the 
underwriting of a number of proj- 
ects designed to increase consump- 
tion of dairy products and members 
believe this form of promotional ac- 
tivity most important. 

The industrial gas section of the 


American Gas Association has been 
a forceful advertiser for many years 
but drastically cut its appropriation 
two years ago. It started a new 
campaign last May, however, in res- 
taurant and hotel magazines stress- 
ing the economy of cooking with 
gas. 

Before the appropriation was re- 
duced, the association appropriated 
from forty to sixty thousand dollars 
annually for publication advertising 
reaching the steel, canning, forging, 
heat treating, and other industries. 
The campaigns will be resumed 
when activity in these fields is at a 
high enough level to convince di- 
rectors that the advertising would 
be profitable. 

The Pacific Coast Gas Association 
comprising the leading utilities of 
California and the Northwest is con- 
ducting an industrial campaign in 20 
Pacific coast trade and business 
publications. The drive is being sup- 
plemented by direct mail and a tech- 
nical news service. The account is 
handled by the Gerth-Knollin Adver- 
tising Agency, San Francisco. 


Promote Pennsylvania Oil 


The Pennsylvania Grade Crude Oil 
Association is another consistent ad- 
vertiser using about ten industrial 
and trade publications each year. 
The present campaign carries hu- 
morous illustrations with copy that 
beseeches dealers to get out of cut- 
throat price competition and start 
selling quality at a profit. The asso- 
ciation emblem is played up strongly 
and a line across the bottom of the 
pages reads “Better Oils From The 
Ground Up!” A consumer campaign 
is conducted separately. 

The American Institute of Steel 
Construction, although absent from 


(Continued on Page 5) 


SOUND FILM 10 
AID CONTRACTOR 
GET THE ORDER 


Johns-Manville Sees Him As 
Key to Building 


New York, March 1.—A_ special 
campaign designed to educate the 
building contractor, whom it regards 
as the weakest link in the sales 
chain, has been undertaken by 
Johns-Manville, Inc. The backbone 
of the educational work is “Before 
and After,’ a sound motion picture 
to be put in the hands of Johns-Man- 
ville dealers for the exhibition to 
contractors. 

The film opens with a scene in a 
comfortable home in Gordonville, a 
typical town of 25,000 to 50,000, 
where Mr. and Mrs. John Watson 
had just attended a local FHA public 
rally. Mrs. Watson felt it her patri- 
otic duty to make some changes in 
the home and filled in a card at the 
meeting. This card was turned over by 
the Johns-Manville dealer to a dispir- 
ited local contractor. 

At the Watson home, he was about 
fo run away when Mrs. Watson an- 
swered the doorbell. He hesitated 
broaching his subject, and when it 
finally came up, he discovered the 
prospect did not know what she 
wanted done. He made a cursory 
survey of the house and failed to 
find any improvement which he 
could recommend. 


Selling the Job 


In the meantime, a Johns-Man- 
ville representative had called on 
the dealer, and on the contractor’s 
return, all three revisited the Wat- 
son home and quickly sold an attic 
room, a breakfast nook and wains- 
coting for the kitchen as well as a 
new roof, all on a deferred payment 
plan. ‘ 

By the end of the year, more than 
11,000 dealers and cortractors will 
have seen the picture, which was 
written, directed and produced by 
Luther Reed, the West Coast Service 
Studios, New York. 

As was the case last year, when 
the idea was launched, the “101 
Practical Suggestions for Home Im- 
provements” book is one of the 
strongest features of the advertising 
and selling plan. This year, a new 
edition is being issued. Going hand 
in hand with this book is another 
one which gives the contractor a 
quick way to arrive at the selling 
price on a modernization job. 

The “101” book is said to be the 
first ever produced with a complete 
home improvement sales presentation 
in “before and after” situations that 
fit every prospect’s home. Brief de- 
scriptions and pictures showing mod- 
ernization before work begins and 
on its completion cover the possibil- 
ities from roof to basement of the 
home. Contractors will use it as a 
means of inspiring prospects. Last 
year, 290,000 were in circulation. 


Reach Home Owners 


Leading national home building 
publications will be used for the “be- 
fore and after” story. This medium 
last year developed 25,000 home 
owner prospects. 

The year ‘round direct mail offer, 
free to dealers and contractors, is 


also based on the before and after 
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CLASS & INDUSTRIAL MARKETING SECTION 


March 2, 1935 


idea and surveys showing that the as rebuilders of electrical pereen 


majority of home owners are inter 


ested in improving their homes, al- 


though few of them know how to dc 
it. 
Other features of the 1934 cam 


paign which are retained are the/js transacted by 


-|has expanded from a local to an in- 
| ternational one, with more units sold 
»|in 1934 than ever before. 

| This company is unique in that it 
-\'has no sales force and all business 
mail. Direct mail 


million dollar lending plan, Dodge | aqvertising was discarded soon after 


report service in 37 Eastern states, 
a catalog of J-M materials mailed t« 


edeeaniies builders of homes costing | 
$4,000 and up, and 16 other booklets | 
with free electros for 


and folders, 
local advertising. 
A new feature is a monthly con 


the start and industrial papers used 
|exclusively with a consistent sched- 
ule of one and two-inch and full page 
copy. 

Last year nine 
" were used to carry 


) 


industrial papers 
its message. 


sulting service on home remodeling. /With an increased appropriation for 


This is designed to help carpenter- 
contractors do a constructive job of Humphrey, 
It will point out 
de- | 


sales promotion. 
opportunities for sales and give 
tails, including drawings, for typica 
remodeling jobs. 


International 
Business Built 


With Small Copy 


1935, 16 journals will now be used. 
Prentke & Scheel, Inc., 
is handling the advertising. 

Mr. Scheel, of the agency, believes 
1 jn consistent advertising in indus- 
trial papers even though it may be 
necessary to use small space. 

“Many advertisers,” he said, “will 
use full pages or nothing with the 
result that their advertising is er- 
ratic and consequently often over- 
looked since the big executives may 
not read every issue and when he 
does pick it up the advertisement 
may be missing in that particular 


Cleveland, O., March 1.—The Motor | copy. 


Repair & Mfg. Company, had 


the 


“Small advertising space will pull 


courage to start a broad advertising | inquiries and get business if used 


campaign in 1930 and to increase i 
steadily through the 
period. 


Eedeote— Palmolive — Poet 
Adds New Power Equipment 


Following a careful analysis of the power and steam require- 


t\consistently as exemplified by the 


oy vend experience of the Motor Repair & 


Company.” 


ments at their Jeffersonville, Ind., plant, the Colgate-Palmolive- 
Peet Co. decided that higher steam pressures and more efficient 


power plant units would pay worth-while 


fans, 


New 425 Ib. pressure boiler installed in connection with modernization 
program at Jeffersonville, Ind., plant of Colgate-Palmolive-Peet Co. 


May we send you a sample copy of 
POWER PLANT ENGINEERING and suggest how its strong 
editorial influence will aid you in getting your share of the 


substantial orders now being placed for power plant equipment? 
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Charter Member A. B. C.—A. B. P. 
53 West Jackson Boulevard, Chicago, III. 


dividends on the investment. 


Thus they recently installed a new 425 lb. 
pressure boiler, together with latest types 
of stoker, economizer, superheater, draft 
turbo-generator, 
other auxiliaries. 
is typical of the many industrial power 
plant extension and modernization pro- 
jects completed or under way, was de- 
scribed fully in the February issue of 
POWER PLANT ENGINEERING. 


Chief engineers, plant superintendents, 
operating engineers and other important 
men who look to POWER PLANT ENGI- 
NEERING for authoritative articles on 
how to modernize power plants, also rely 
on POWER PLANT ENGINEERING’S 
advertising pages to show what equipment 


to use and where to get it. 


ps 
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SERVICE COUNT — 
GIVES NEW AID 
TO MARKETERS 


502,416 Establishments 
Covered for First Time 


Washington, D. C., March 1.—Fair- 
ly accurate information on certain 
markets whose size could only be es- 
timated in the past, is available to 
marketers as the result of the re- 
cently completed 1933 census for 
service establishments, places of 
amusement and hotels. 

Because this census was the first 
of the kind conducted by the Bureau 
of the Census, the report stated that 
irregularities and deficiencies in 
coverage no doubt exist. In addi- 
tion, since 1933 was a depression 
year, the size of certain kinds of 
business may be under-estimated. 
However, the figures can undoubt- 
edly be used to good advantage until 
another count of the same field is 
made by the Bureau of the Census. 


switchboard and 


This installation, which 


RIN 


The census covered 502,416 serv- 
ice establishments, places of amuse- 
ment and hotels, employing 657,481 
wage earners in 1933. These estab- 
lishments reported receipts of $2,760,- 
881,000, of which almost one-half 
was accounted for by hotels and 
amusement places. 


Many Hotels in U. S. 


There are 29,462 hotels of all types 
in the United States, their 1933 re- 
ceipts aggregating $515,549,000. 

In the amusement field, there are 


29,737 establishments, with 1933 
revenue of $520,218,000. Of this 
total, 10,265 theaters accounted for 


$415,153,000. Billiard parlors and 
bowling alleys, numbering 11,438, en- 
joyed revenue of $31,710,000, while 
2,933 dance halls had receipts of 
$10,248,000, and 264 skating rinks 
took in $1,005,000. 

Mechanical repair service is one 
of the important segments of the 
service field. The various types of 


such establishments listed by the 
new census, are as follows: 
Net 
Receipts 
(000 


Number omitted) 
Automobile brake re- 


pair, relining and 

adjustment shops.. 241 $ 1,940 
Automobile paint 

SD 65d 60. bees a0 1,694 5,734 
Automobile radiator 

eee reer ee 1,157 3,539 
Auto top and soared 

repair shops...... 3,636 17,778 
Blacksmith shops.... 20,257 21,563 
Cabinetmaker and 

carpenter repair 

MR a. chaeeke hve 2,063 3,654 
Blectrical repair 

shops (not includ- 

ing retail stores 

with repair depts.) 2,391 11,169 
Elevator service, re- 

BN Dace Avesta seus 141 1,546 
Harness, leather and 

shoe repair shops.. 2,490 2,880 
Locksmith and gun- 

smith shops ...... 1,937 3,272 
Mattress renovating 

and repair shops... 482 1,284 
Plumbing and heat- 

ing repair shops... 6,608 27,217 
Radio repair shops 

(not including deal- 

MO. ecdeews eases 4,501 6,145 
Saw and tool sharp- 

ening service...... 778 1,715 
Tinsmith, sheet metal 

and roofing repair 

Te Pree eee 3,151 11,959 
Tire repair shops (not 

including tire deal- 

OREO Te 578 1,174 
Typewriter repair 

shops (not includ- 

ing dealers)....... 258 746 
Upholstery and fur- 

niture repair shops 4,758 10,950 
Watch, clock and 

Se oe oe 9,678 14,707 
Welding shops. 2,545 10,478 
Other mechanical re- 

pair services...... 5,962 17,809 


Report on Other Fields 


Some other leading personal and 
business service organizations and 
their annual volume of business in 
1933 are as follows: 


Net 
Receipts 
(000 
Number omitted) 
Barber shops ....... 117,832 $204,387 
Beauty parlors....... 42,073 116,795 
Cleaning, dyeing, 

pressing and repair 

| ry ere 5,459 135,611 
Funeral directors and 

embalmers a 12,655 172,438 
Fur repair and stor- 

BOO BROWS 6os cscs 1,310 5,065 
Photographic studios 8,330 31,873 
Shoe repair shops.... 50,425 87,153 
Cartage and trucking 

establishments 23,102 174,875 
Dental laboratories. . 947 8,550 
Sign painting shops. 3,007 9,438 
Storage warehouses... 2,517 72,085 
Auto rental services. 381 5,420 
Garages (storage)... 2,123 14,197 
Parking lots (not op- 

erated by garages, 

4 are area ea 3,152 12,827 


NEW PORTFOLIO 
SPEEDS WORK OF 
GRINNELL MEN 


Providence, R. I., March 1.—To en- 
able its salesmen to do a more effi- 
cient selling job, the Grinnell Com- 
pany, selling firm for the General 
Fire Extinguisher Company, and 
other related products, has completed 
the revamping of salesmen’s selling 
material, replacing various cata- 


logs and printed sheets heretofore 
in a brief case with a 
zipper 


carried 


modern loose-leaf leather 


container which holds all selling ma- 
terial. 

The catalogs previously carried in 
a brief case were bound volumes 
which were rather difficult to handle 
as compared with the _ 1loose-leaf 
pages which may be opened imme- 
diately and placed fully opened be- 
fore the prospect. Compiling all 
selling material in one book does 
away entirely with referring to sev- 
eral different catalogs and numerous 
sheets. 

The new binder has zippers on 
three sides to prevent the loss of any 
ofits contents. It has two pockets for 
smaller papers which the salesman 
might wish to carry in the book. 
Instructions from the home office 
have warned every salesman that 
confidential instructions from the 
office and all other material not be- 
longing in the binder must be kept 
out in order that the binder will 
at all times be in condition to place 
before any prospect. 


Popular with Salesmen 


“These books have been used in 
New York State for six months and 
throughout the country for two 
months,” said Harry Keene of 
the sales department. “Comment on 
the new binders and their contents 
has been unusually promising both 
from salesmen and district men. 
Many of our salesmen are very en- 
thusiastic about the binders. The 
reason probably lies in the modern 
appearance, the compactness and 
the amount of time that may be 
saved in finding various informa- 
tion. It is believed the new bind- 
ers will reduce selling time per pros- 
pect because the salesman can 
greatly speed his routine work.” 

The binder starts off with a de- 
tailed description of the Grinnell 
Company, explaining its various ac- 
tivities, giving names of executives, 
locations of plants and other gen- 
eral information which is of help 
especially to the newer salesmen 
who are not so thoroughly familiar 
with the company set-up. 

The book is then broken down 
into eight classifications by prod- 
uct, each being marked with a vis- 
ible index tab. The classifications 
include: pipe, fittings, hangers, 
valves, air conditioners, welding, 
plumbing and miscellaneous. Under 
air conditioners are featured the 


|Thermolier heating units of which 


there are 22 different units. Four- 
teen points of selling arguments 
are featured with effective text and 
illustrations with the expression 
“50 years of heating experience in 
four square feet” to describe the 
Thermolier product. Several out- 
standing installations are featured. 
This section features unit heating. 


Carries Technical Information 


Complete technical information 
on all products is featured. On 
taps, for instance, a complete table 
gives numbers of competitors’ spe- 
cialties which most closely parallel 
those of the Grinnell products 
which enables salesmen at once to 
meet any talk of other products. 
Under miscellaneous are featured 
various items, giving name of man- 
ufacturer or jobber. 

A unique sheet features air fur- 
nace malleable iron unions, this be- 
ing made up so that it can be folded 
twice and used as a direct-mail 
piece, making the same sheet serve 
more than one purpose. 

Because of the expense incidental 
to getting up these binders and 
their contents, the Grinnell firm 
makes a memo charge of $25 to 
each salesman for his book. This 
remains merely as a memo charge, 
and is cancelled when the salesman 
turns in his book should he leave 
the company’s employ. The charge 
serves to guarantee the return of 
the book to avoid payment of the 
fee, 


E. A. A. Has Session 


on Typography, Color 
William A. Kittredge, typograph- 
ical expert with the Lakeside Press, 
Chicago, addressed Engineering Ad- 
vertisers’ Association Feb. 11, the 


meeting being held at the printing 
establishment. 

Roy T. Anderson discussed the lat- 
est developments in color reproduc- 
tion, 
raphy. 


such as direct color photog- 
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‘FACTORY-TRIP’ 
SERIES FOUND 
SUCCESSFUL 


Detroit, Mich., March 1.—Im- 
pressed by the fact that when it was 
able to get prospective buyers to go 
through its factory and see the in- 
finite care taken to build dependabil- 
ity into its various products and in- 
sure quality, these prospects became 
customers, the Detroit Lubricator 
Company decided to take the plant 
to its prospects through the indus- 
trial press. The campaign now draw- 
ing to a close is believed to have 
functioned successfully. 

The Blaker Advertising Agency, 
New York, which serves the com- 
pany, conceived the idea of a series 
of advertisements in which large, 
earefully taken photographs would 
substitute for the visits of many 
purchasers of Detroit Lubricator de- 
vices who probably would not find 
time, or could not, to go through the 
plant. 

A camera man sent through the 
plant caught a group of plant pic- 
tures that surprised even executives 
of the client with their good effect. 
The series of advertisements made a 
deep impression on men in the or- 
ganization by inculecating a deeper 
respect for the plant and its prod- 
ucts. Thus, according to a spokes- 
man for the organization, the cam- 
paign served the two purposes which 
all good advertising should do, that 
is, first sell the organization of the 
advertiser and then its prospects and 
customers. 


Various Papers Used 


All advertisements in the series 
did not appear in the same papers, 
but were scheduled to appear in pub- 
lications serving trades most inter- 
ested in the subject matter. Most 
commented upon of all the series was 
that on temperature control, which 
Detroit Lubricator insists upon to 
obtain a better product than possible 
by old “lookin’ in and guessin’ it’s 
about time” methods. 

The picture showed a group of 
workmen reading the temperature of 
molten metal used in “Genuine De- 
troit” controls and valves. It was 
so effective that General Motors 
asked permission to reproduce it. 
The message was simple but effec- 
tive. 

“Controlled as accurately as the 
druggist compounds a prescription... 
checked as carefully as the tempera- 
ture of a baby’s bath...each pot of 
metal for ‘Genuine Detroit’ products 
is poured under exact temperature 
control as close as plus or minus 10 
degrees. 

“Too often, the safety of life... 
the safeguarding of property...even 
the protection of your reputation... 
depends upon the soundness of a 
casting, for ‘Genuine Detroit’ to be 
satisfied with anything less than its 
high standard. 

“This is just one of the many rea- 
sons why ‘Genuine Detroit’ today 
means accurate, dependable, pre- 
cision controls. ‘Temperature Con- 
trol’ of molten metal is typical of the 
care and precaution taken in every 
step of manufacture to insure the 
utmost service and satisfaction from 
‘Genuine Detroit’ controls.” 

This advertisement appeared in 
Heating, Piping & Air Conditioning, 
Fuel Oil, American Artisan and Gas 
Age Record early in the series. The 
Detroit lLubricator’s general cam- 
paign was in three phases. 

Led off by the illustrated quality 
series, taking whole industries to the 
Detroit plant, other phases were a 
product campaign in which selected 
items were presented to. specific 
trades and industries and a recently 
inaugurated blanket coverage series 
for the heating, ventilating and air 
conditioning manufacturers. The lat- 
ter phase features a quality theme 
and does not mention specific prod- 
ucts. 

Publications in addition to those 
above named which carried “Genuine 
Detroit” copy are Oil Heat, Coal 
Heat, Electrical Refrigeration News 
and Domestic Engineering. 


Night Photos 
Cut Costs for 
Heald Machine 


Worcester, Mass., March 1.—The 
distinctive treatment of illustrations 
in the advertising material of The 
Heald Machine Company is accom- 
plished by a process which has elim- 
inated the necessity of retouching 
and effected important economies. 
The idea, while not new, has been 
developed by this advertiser to a 
point where it has become character- 
istic of all promotional material of 
the company and promotes an air of 
refinement to its copy. 

The technique goes back to the 
photographs which are taken at 
night, from which they derive the 
name of “night pictures” or “shadow 
pictures.” They are made in arti- 


been painted a dark gray which con- 
tributes the artistic results. But 
more important in the eyes of L. A. 
Hastings, publicity manager, from 
the standpoint of costs at least, is 
the elimination of retouching, with 
the possible exception of smoothing 
up the floor around the machine. 


Get Bigger Booklet 


The economies effected through 
the use of this process of photog- 
raphy has made it possible for the 
Heald advertising department to 
produce 20-page 844x11-inch booklets 
for the same amount of money that 
was formerly required for a regular 
12 or 16 page booklet with retouched 
photographs. 

By exercising care, Mr. Hastings 
has been able to hold the details of 
the equipment in close-ups, cross 
sections and internal views as clear 
as the exterior perspectives, which 
is necessary in the case of machine 
tools where the buyer is more or less 
critical and being an engineer wants 


PRINTINGS 
second gealesl 
LSCOVELY was made 
when 
Congress overworked 


two 


Wasuincton was a lawyers’ paradise in the years 
immediately following the Civil War. Pensions. . . Spoli- 
. the Gold Corner and the formation of 
the first trusts brought to Congress and Law Courts the 
greatest press of business they had ever known. 


ation Claims.. 


Still, this era of prosperity exacted an irksome tribute 
from those who transacted its details: all legislative and 
legal proceedings had to be set up in type by hand. It 
was the expense and delay due to this process that caused 
two young lawyers, James O. Clephane and Tolbart 
Lanston, to set out on a search for a mechanical way of 
doing what men for four hundred years had thought 


lawyers 


w 


could be done only by hand. 


Working independently, they arrived within a year of 


each other at two different solutions to the same problem. 


Lanston, taking his idea from a machine in the Government 
Census Bureau which automatically tabulated statistics, de- 


veloped the Monotype... Clephane, who had been active 
in the improvement of the typewriter keyboard, devised — 
with the help of the German mechanic Ottmar Mergenthaler 


— the Linotype. 


These two inventions take their place as first in importance 


on the list of American contributions to the art of printing 
. .. A list whose total has been swelled within the past two 
years by Kimberly-Clark’s development of The Perfect 
Printing Paper—Kleerfect. 


Kleerfect is the paper that has made possible fine printing at 


economically high speeds. For to strength and opacity, 
Kleerfect adds freedom, for all practical purposes, from two- 


to know just how things are built 
and how they operate. 

The Heald exhibit of advertising 
material at the N. I. A. A. confer- 
ence was given the award in the 
machinery classification. 


Launch Drive 
For Hydraulic 
Coupling Unit 


Detroit, Mich., March 1.—An in- 
tensive campaign, consisting of a 
simple explanation of the purpose 
and action of the new patented Hy- 
draulic Coupling, was launched last 
month by the Hydraulic Coupling 
Corporation, a division of American 
Radiator and Standard Sanitary 
Corporation, in an effort to educate 
industry in the many uses of the 
product which makes up the com- 
pany’s huge undeveloped market. 


The need for the educational cam- 
paign was seen as a result of a re- 
search which revealed that the in- 
dustry, although acquainted with the 
Hydraulic Coupling itself, was, by 
and large, unacquainted with its 
many applications and just how it 
could be used to promote mechanical 
and production efficiency. 

The detailed explanation is under- 
taken by N. L. Alison, general man- 
ager of the company, in a drive 
which was recently initiated in 
the form of a bleed spread in black 
and white in a number of industrial 
publications. Although the schedule 
is not as yet complete, it is expected 
that besides Power, which carried 
the initial insertion, several other 
publications will be used. 

In support of the campaign, the 
company has prepared ample direct 
mail to deal with the more technical 
information and the practical appli- 
cation of the coupling to any specific 
task. 


sidedness of surface and color and insures printing of equally 


high quality on both sides. 


Kleerfect’s color has also eliminated glare, given a more ef- 


fective contrast with the greatest number of printing inks 


and types of illustrations and permitted the maximum true 


reproductive power of one to four printed colors. 


To see samples of the superior work that has been done with 


this new paper—Kleerfect—simply write Kimberly-Clark’s 


advertising office in Chicago. 
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5 Cents a Copy, $1 a Year 


Making Copy 


Lazy advertising copy has no place 
in industrial marketing today. And 
advertising executives who allow it 
to run because it is according to 
precedent and habit lay themselves 
open to the criticism of getting less 
than full value from their expendi- 
tures. 

While industrial advertising ap- 
propriations have been increased, 
they are still so far below the re- 
quirements for a complete advertis- 
ing and promotional job, in most 
cases, that it is imperative that each 
dollar expended be made to do its 
full duty. And that usually involves 
rechecking the copy plan, digging 
into product design and applications 
for new ideas, and dressing the copy 
into a more definite and pointed at- 
tack on the interest and attention of 
readers. 

Ciass & INDUSTRIAL MARKETING has 
given considerable space of late to 
discussions of copy-testing plans for 
industrial advertisers. Not only is 
it interesting to note that successful 
advertisers have been making such 
tests, but to realize that a spirit of 
dissatisfaction with copy, which is 
the first approach to tests of com- 
parative values, has really developed. 
Self-satisfaction with copy has given 
way to the determination that the ad- 
vertising shall have real sales value, 
and shall represent the same sort of 


Work Harder 


direct attack on prospective business 
that is made by the salesman in per- 
son, 

Dissatisfaction with advertising re- 
sults, occasionally expressed by man- 
agement, is less with advertising ac- 
complishments than with the type of 
message presented to the field. The 
calm, cold, dignified statement of 
what the advertising has to offer is a 
catalog job, but catalog copy has no 
place in a periodical which is used 
to stir men to action. Thus the ap- 
proach to copy, now being made by 
hundreds of industrial advertisers, 
is constructively critical; and each 
advertisement is subjected to the 
question, “Would this copy induce 
action on the part of those who are 
expected to read it?” 

One of the great objectives of in- 
dustrial advertising has been proper 
co-ordination with sales effort. But 
lack of co-ordination, it may as well 
be admitted, has often resulted be- 
cause the advertising itself has been 
so far away from what salesmen out 
in the field have encountered in their 
contacts with buyers. Hence the de- 
velopment of a real sales viewpoint 
on industrial advertising copy will be 
the first long step in the direction of 
effective co-ordination which will 
make every advertisement a definite 
contribution to the end of clinching 
actual sales. 


Advertising to Experts 


In all the discussions now raging 
in the general advertising field on 
the subject of protecting the public 
from the advertiser who exaggerates 
and distorts the truth in order to 
make a good story, hardly anything 
is said which could be regarded as 
critical of industrial advertising. 


Practically all of the industrial 
copy now current is beyond criticism 
from the standpoint of sincerity and 
truthfulness; and the reason is that 
advertisers realize that those who 
read their copy are experts in their 
lines, who are quick to detect errors, 
and whose opinion of companies sign- 
ing advertisements is likely to be 
affected by the validity of the infor- 
mation which they present in their 
copy. 

Thus the industrial advertiser 
knows that he will be checked con- 
stantly by the expert opinion of buy- 
ers, and for that reason he is com- 
pelled to be more than ordinarily 
conservative in the statements he 
makes regarding either the work 
which his product will do or the net 


results of use in terms of reduced 
costs or increased profits. 

All of this is fine for the general 
character of industrial advertising 
copy, but perhaps it explains the 
lack of punch which is found in so 
much of it. The advertiser is_per- 
haps not entirely sure of his ground, 
and thus hesitates to make state- 
ments which may be challenged by 
the informed and practical users of 
that type of product, and which may 
fail to stand up under hostile scrut- 
iny. 

Here again is an obvious demand 
for copy that shall be written with 
full understanding of all of the im- 
plications which statements of fact 
almost inevitably carry with them. 
In other words, copy read by experts 
must be written by experts. Pale, 
drab presentations of worth-while 
industrial products are incapable of 
doing a sales promotion job. Thor- 
ough knowledge of product and ap- 
plications are an essential prepara- 
tion for good advertising copy, judged 
by the severe standards of 1935, 


Information 
for Industrial 
Advertisers 


149. Oil Heat’s Study of the Oil 
Burner Industry Market. 
“This is a study of buying habits 
and methods of oil burner manufac- 
turers,” says the preamble to this 
survey by Heating Journals, Inc., 
New York, publisher of Oil Heat. “It 
is intended to be a sales help to those 
who wish to sell oil burner manu- 
facturers equipment, supplies, serv- 
ices, etc., used in the manufacture of 
power oil burners.” The exhaustive 
survey is profusely illustrated with 
charts summarizing the data given. 


150. with One 


Complete Coverage 
Publication, 
This folder is an exposition of the 

new distribution policy of Pit and 

Quarry, under which the publica- 

tion’s A. B. C. circulation is aug- 

mented by additional free coverage. 


151. Resale Market in 1935. 


This mimeographed document is 
Product Engineering’s annual report 
on the direct sale of parts, materials 
and finishes to manufacturers of all 
types of industrial machinery, trans- 
portation equipment, household ap- 
pliances, radios, office machinery and 
other engineered metal products. It 
predicts that the resale market will 
be especially fertile this year and 
tells why. 


103. Motor Truck Operation in the 
Baking Industry. 

This survey by Bakers’ Helper 
fixes annual truck purchases by bak- 
ers at $18,054,000, this figure placing 
the baking industry fourth in all in- 
dustries in the use of motor trucks. 
In a study of 5,000 bakeries in 40 
states, Dodge was shown to lead in 
popularity, followed inthe order named 
by Ford, Chevrolet, White, Interna- 
tional and GMC. The total number 
of trucks operated by the industry 
is 80,240. One-ton trucks lead in es- 
timation of the trade, its supremacy 
being sharply challenged by one and 
one-half ton vehicles, however. 


130. The Resale Market. 

A survey of the market consisting 
of the manufacturers of machinery 
and engineered metal products who 
buy parts and materials to incorpo- 
rate into their own products. The 
report, which is issued by Product 
Engineering, also shows the signifi- 
cant trends and activity in product 
design. 


124. The Mill and Factory Method. 

A colorful and graphically illus 
trated explanation of the unique 
means whereby Mill ¢€ Factory ob- 
tains and maintains a circulation of 
the currently active buyers of indus- 
by enlisting the mill supply distribu- 
trial plant equipment and supplies, 
tor as its circulation manager to con- 
fine subscriptions to the actual buy- 
ing influences in the modern indus- 
trial plants. 


121. Air Conditioning In Business. 

A nation wide study by System and 
Business Management on what air 
conditioning is doing and can do for 
business. The study is divided into 
four parts: 1. Experience and opin- 
ions of executives in all lines. 2. 
What retail outlets are best pros- 
pects. 3. Experience of users of air 
conditioning. 4. Industry’s need of 
air conditioning. Detail figures and 
answers to definite questions are 
given. 


84. 1930 Inventory of Metal-Work- 
ing Equipment. A 170-page survey 
covering the metal-working field 
issued by American Machinist. 


134. The Building Maintenance and 
Management Market in New York. 
The market for products and serv- 

ices required for the maintenance 

and operation of commercial build- 
ings in New York is analyzed in this 
booklet issued by Real Estate Record 
and Builders’ Guide. The market, 
controlled by banks, professional 
building management corporations, 


REDESIGN GETS 


"Don't bother moving—it's a portable fireplace." 


INTO ITS STRIDE 


a 


—Life. 


Voice of the Industrial Advertiser 


Mr. Ellis Finds a 
Staunch Champion 


To the Editor: Your corre- 
spondent slipped quite a few cogs in 
reporting Lynn Ellis’ speech at Cleve- 
land, in your Feb. 2 issue. One was 
in declaring Mr. Ellis’ methods as 
“unorthodox” — unless you accept 
Henry Ward Beecher’s definition: 
“Orthodoxy is my doxy; Unorthodoxy 
is your doxy.” The word means, 
basically, “straight teaching”’—and 
Lynn’s teaching is so straight that 
many a mind in advertising today 
can’t follow it without looking for 
curves and angles. 

Another was his delineation of El- 
lis’ “preachings” as “esoteric.” The 
office Webster defines “esoteric” as 


meaning “pertaining to doctrines 
taught privately; secret; confiden- 
tial.” Since Lynn has for many 


years shouted his doctrines from the 
housetops, they are hardly “esoteric.” 

What they really are, is, if any- 
thing, hard-headedly practical. Be- 
cause they have their basis in cer- 
tain fundamentals of all business, 
their appeal is limited to those who 
have a fundamental view of business 
and of advertising in relation to it. 
Ellis has studied more methods of 
more men, probably, than anyone 
living; and from his studies, he has 
collected more “best single ways” of 
doing things. These he has related 
into a practical and coordinated 
plan of operation. This plan he has 
offered for sale to the world at large; 
and those who have bought it feel 
that they have their feet more solidly 
on the ground than they had believed 
possible. 


Third point: Ellis’ subject was 


real estate and mortgage companies, 
is said to be less subject to fluctua- 
tion than are other markets for 
building materials and equipment 
due to the fact that commercial 
buildings must be kept in constant 
repair in order to compete success- 
fully for tenants. 


128. Guide for Sales Managers. 


A large chart issued by Hardware 
Age with maps and tabulations to 
enable sales managers to gauge the 
relative values of the individual 
states and of the nine geographical 
divisions of the country from the 
standpoint of the sales possibilities 
they offer. 


51. Steel, Basic to Industry. A 
booklet of 32 pages, particularly in- 
teresting because of its history of the 
steel industry in this country. Pub- 
lished by Penton Publishing Com- 
pany, Cleveland. 


not a misnomer. I have read the 
complete speech (partially reported 
by you) and within the last sixty 
days, through courtesy of Joseph 
Newman, president of Emerson Elec- 
tric, and Lynn Ellis, I have per- 
sonally inspected the plant and “Ellis 
Installation” at the Emerson Elec- 
tric Mfg. Company. Accordingly, I 
can say with authority that Mr. Ellis’ 
subject was a precise definition of 
the thing about which he spoke. 
Fourth point: Ellis has not welded 
a group of small general agencies 
into a unit under the auspices of the 
Westport Management Institute. On 
the contrary, three such groups have 
formed themselves into “networks” 
for close-knit cooperative service. 
Each agency is a separate entity. The 
place of the Westport Management 
Institute is as coach, fountain-head, 
central museum, source, well-spring, 
and Supreme Court, of the methods 
which are employed in common by 
these agencies. The three groups 
are: Continental Agency Network; 
Allied Service Agencies; and First 
Inter-Agency Group. Each has its 
own separate headquarters, its own 
detailed methods of inter-operation. 
It is, however, true, that “most of 
these agencies, while not large, have 
prospered by following Mr. Ellis’ 
teachings.” After all, that is per- 
haps the best test of any set of 
teachings. 
W. A. Brewer, 
Brewer-Weeks Company, 
San Francisco, Cal. 
vv FF F 


For Shorter Questionnaires 

To the Editor: I am afraid that 
it would take longer to fill out your 
questionnaire than it would to pre- 
pare our plans and budget for next 
year which we have not had time to 
do, as yet. 

Allow us to suggest that question- 
naires be cut down in size. 

A. B. FRIBBE, 
Publicity Manager, Norton Com- 
pany, Worcester, Mass. 


Wants to Reach 
Roofing Dealers 


To the Editor: Will you kindly ad- 
vise us if there is at the present time 
any trade journal or publication deal- 
ing in roofing materials or to the 
roofing trade? 

We have a client who is interested 
in placing a certain chemical before 
the roofing trade and wishes to con- 
tact such through a trade journal if 
such is available. 

C. C. Dry, 
Fomo Publishing Co., Canton, 0. 
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PRICE WHEEL 


It tells at a glance. 


The Louis Allis Company, Milwau- 
kee, Wis., manufacturer of electric 
motors, is distributing a new and un- 
usual price wheel for quick price 
comparison of its motors according to 
construction and speed. To operate, 
the top disc is moved to point the 
arrow to the desired horsepower and 
speed rating on the outer band, where- 
upon the frame size and list prices 
of seven different types of motors ap- 
pear in the windows. A total of 448 
sizes and types are covered by the 
wheel. It is printed on heavy card- 
board in red and black and has a 
varnished finish. An eyelet is pro- 
vided in the tab for hanging. 


COOPERATIVE 
ADVERTISING 
POT BOILING 


(Continued from Page 1) 
publications is conducting a contin- 
uous effort for its industry with lit- 
erature to architects and engineers 
on technical and engineering re- 
search. Its publications campaign 
was discontinued when the depres- 
sion put an end to most construc- 
tion work. When mortgage money 
flows back into the building field 
again it is quite probable that this 
industry will take its place in in- 
dustrial and trade publications once 
more. 

The Calcium Chloride Association 
has been continuing the effort 
started last year using space in in- 
dustrial publications reaching high- 
way engineers and in farm papers 
promoting its product’s use for low- 
cost roads and the treatment of dust. 
This industry has also used spot 
broadcasting in a two way promo- 
tion of calcium chloride for treat- 
ment of coal to eliminate the dust 
nuisance. 


Push Woodworking Equipment 


The Association of Manufacturers 
of Woodworking Machinery through 
the cooperation of about ten publi- 
cations covering its field has used 
advertising to promote the business 
of the entire industry for a long 
period. The copy has urged the use 
of new rather than used machinery 
and has made a plea for a better 
recognition of the salesman’s knowl- 
edge of the woodworker’s problems 
and his ability to solve them. 

Other pieces of copy in the co- 
operative campaign have invited in- 
quiries for particular types of ma- 
chines, which when received were 
relayed to all the manufacturers 
making that type of equipment. 
Such inquiries have been received 
from all over the world. The effort 
is considered a very desirable one 
and as the resources of the industry 
become stronger it is probable that 
the promotion will be expanded. 

The National Paving Brick Asso- 
ciation has been an exponent of co- 
operative advertising by industries 
for many years. Its budget for the 
last two years has been materially 
smaller than before and at the pres- 
ent time it is using small copy in a 
couple of engineering publications. 

In the railway field the Manganese 
Track Society copy has long been in 
the cooperative advertising classi- 
fication. 

The Canning Machinery & Sup- 
plies Association has confined its 


cooperative effort during the last 
few years to the issuance of a com- 
posite catalog of its members’ prod- 
ucts. The book was distributed to 
every canner in the world of any 
size and credit standing. The cost 
to the manufacturer was only for 
the amount of the plates used to 
show his products. 


Selling Car Wheels 


Another piece of cooperative copy 
which has appeared in railway jour- 
nals for many years is that of the 
Association of Manufacturers of 
Chilled Car Wheels. The association 
is made up of 22 members and the 
advertising is designed to keep the 
names of the members before pros- 
pective buyers as well as to promote 
the use of the particular type of 
wheel. 


New Contest 
Sponsored by 
Plumbing Paper 


Chicago, March 1.—On the heels 
of its first contest to promote sale 
of plumbing and heating products 
through cooperation with the Fed- 
eral Housing Administration, Do- 
mestic Engineering has announced 
a new contest on an even larger 
scale. First prize will be an Inter- 
national motor truck. Domestic En- 
gineering will also give a number of 
cash prizes. 

While the publication has under. 
written the contest to the extent of 


$500, manufacturers and wholesal- 
ers are being invited to contribute 
to the contest, dedicated to the in- 
dustry rather than to any one paper. 

First prize of $100 in the initial 
contest was taken by John Kuenzli, 
of the Hillcrest Plumbing & Heat- 
ing Company, Oak Park, Ill. Benefits 
were more far-reaching than was 
even hoped for. 

An executive of FHA, for instance, 
announced that as a result of the 
contest, “talks of FHA speakers be- 
fore plumbing and heating groups 
have been changed so that only 40 
per cent of the speeches are on 
FHA, while 60 per cent are on sales 
ideas developed by contractors and 
put on record through this contest.” 

It is planned to summarize the 
methods used by prize winners in 


the first contest for general adop- 
tion. The second contest is ex- 
pected to add materially to this 
storehouse of information, while 
stimulating the industry to cash in 
now on opportunities created by FHA. 


Marwick at New Post 

A. P. Marwick, formerly in the 
Chicago sales division of Taylor- 
Wharton Iron & Steel Company, 
High Bridge, N. J., has been ap- 
pointed sales manager of the Burn- 
side Steel Foundry Company, Chi- 
cago. 


Starr in Sales Work 


George W. Starr, formerly director 
of purchases of the United Alloy 
Steel Corporation, is now with the 
Ohio Ferro-Alloys Corporation, Can- 
ton, O., as general manager of sales. 


UP 


up UP UP 


i | 
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Lil 


Those words tell the story of what’s 
happened to HOSPITAL MANAGE- 
MENT’S coverage of the primary 
market during the last four trying years. 


That coverage now stands 28.6% higher 
than it did in 1930. | 


And this is in the cream of the market 
—those hospitals which are on the 
much-desired “approved list” of the 
American College of Surgeons. 


That quality coverage alone, reaching 
almost 80% of the bed-capacity of the 
“approved list” talks to buying power 
amounting to more than $600,000,000 
a year. 


That, coupled with reader-acceptance 
indicated by a renewal percentage of 
82.7%, is why HOSPITAL MANAGE- 
MENT is proving such an attractive 
buy to advertisers selling anything that 
is sold in a national consumer market. 


HOSPITAL MANAGEMENT 


537 So. Dearborn St. Member A. B. P. and A. B. C. 


Chicago 


330 West 42nd Street 


New York 
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REVISED LABEL 


PORCELAIN 


American Rolling Mill Co., Middle- 
town, O., has redesigned the label 
used by manufacturers of porcelain 
enameled products made of Armco 
Ingot Iron. Millions of articles have 
been identified to the consumer in 
this way since the plan was launched 
in 1914. 


Westinghouse Sales Up 

Orders booked by Westinghouse 
Electric & Mfg. Company in 1934 ag- 
gregated $106,000,000, a gain of 47 
per cent over the $72,473,000 regis- 
tered in 1933. 


Chain Belt Profits 


Chain Belt Company enjoyed a 
profit of $209,987 in 1934. This net 
compares with a loss of $106,234 in 
1933. 


chose 


How three 
their 
Agency .... .- 


Advertising 


By different routes, 
three manufacturers reached the same 
conclusion. 


One sells largely through architects, 
one to the coal and ice fields, one to 
municipalities and chemical processing 
plants. 


All three surveyed their needs and 
the qualifications of various advertis- 
ing agencies. 

One did it in a few days; one took 
fifteen months. 

One wrote to clients and publishers. 


Two were helped by outside sales 
and management organizations. 


All came to the same conclusion. 


What they did and why—some of 
the facts they uncovered and how they 
used them—really useful pointers for 
manufacturers who want to know 
what an advertising agency can do 
for them—these data form the eight- 
page pamphlet illustrated above. 

We have a few more copies avail- 
able for executives whose business is 
not getting all the sales stimulation 
which expert advertising can provide 
—especially now. 


Would you like a copy? 


0. 8S. TYSON 

AND COMPANY, Ine. 

CLASS & INDUSTRIAL 
ADVERTISING 


230 Park Ave. la 
New York, \S |) 


N Y. 
Member A. A. A. A. 


» TYSON-RUMRILL ASSOCIATED 
41 Chestnut St.. Rochester, N. Y. 


Philadelphia 
Office: 
3701 N. 
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KELVINATOR GETS 
AIR- CONDITIONING 
DRIVE UNDER WAY 


40 Business and Trade 
Papers on List 


Detroit, Mich., March 1.—Confident 
that 1934 marked the conclusion of 
the pioneering days in air condi- 
tioning, Kelvinator Corporation this 
month is under way on the most 
extensive business and trade publi- 
cation campaign in its history in 
an aggressive drive to cash in on 
what promises to be one of the 
greatest industries known to man- 
kind. 


The program, which embraces 
approximately 40 business and trade 
publications, according to the com- 
pany, is a manifestation of the fur- 
ther unwillingness on the part of 
all industrial and commercial organ- 
izations to remain slaves to what- 
ever whim of temperature or hu- 
midity the prevailing weather might 
offer. 

“As a basically industrial 
commercial civilization,” the com- 
pany states, “we have discovered 
that men’s capacities for work vary 
in direct ratio to their comfort. So 
do their inclinations to buy mer- 
chandise or remain interested in 
services or recreations. Thus we 
find the profit motive in the gene- 
sis of air conditioning as an im- 
portant factor in modern life. And 
because these human needs are of 
bed-rock variety we must realize 
that air conditioning presents a tide 
that will not be stemmed—that it 
will as surely revolutionize our 
homes, our pleasures, our ways of 
business as did the electric light 
earlier in this century.” 


and 


“Exact Selection” !Is Keynote 


In preparation for the drive, the 
company produced a new 20-page 
book on Kelvinator Air Condition- 
ing containing full information for 
architects, engineers, contractors, 
manufacturers, merchants and home 
owners, and stressing the impor- 
tance and value of the principle of 
“Exact Selection” which is the key- 
note of the campaign. The book, 
which the company claims is one 
of the few available on this sub- 
ject, answers the question ‘What is 
air conditioning and how does it 
work?” analyzing air conditioning 
as an outstanding need and tracing 
Kelvinator’s contribution to the ful- 
fillment of this need. 

The book is attractively designed 
and contains a great number of 
illustrations and plan drawings 
showing practical applications for 
hotels and restaurants, department 
stores and shops, modern homes and 
apartments, theaters and clubs, pro- 
fessional offices, executive and gen- 
eral offices, industrial processing, 
hospitals, churches and_ funeral 
homes. It is available to the public 
through Kelvinator distributors and 
dealers. 

The company’s initial endeavor is 
to interpret its principle of “Exact 
Selection”—how, because spaces are 
seldom the same, types of construc- 
tion seldom identical, and types of 
occupancy invariably different, the 
conditioning of air in any enclosed 
area, if dependability and economy 
are to be secured, must remain pri- 
marily an engineering problem. 


Points to Background 


Kelvinator points to its  back- 
ground of more than 20 years in the 
study of the control of temperature 
and how it therefore came to air 
conditioning armed with an expe- 
rience for which there is no sub- 
stitute. It also points to the fact 
that the Kelvinator equipment has 
been designed solely to condition 
air and is not the result of the ne- 
cessity to utilize makeshift units 
developed for other purposes. 

The campaign schedule has been 


@ 1037 


divided into three groups consisting 


ANTICIPATING SUMMER 


You may already know © mmm 


dew very 


side by side, contrasting exterior 
and interior scenes on hot days and 
where air conditioning has been in- 
stalled. The captions emphasize 
that, “No Matter How Hot It Gets 
Out Here There is Customer 
Comfort Inside.” 

Executives will be reached through 
Business Week, Forbes, Fortune, Na- 
tion’s Business, New Yorker and 
Time. 

In the specialized list the company 
has scheduled full and half-page copy 
for American Hairdresser, American 
Restaurant, Architectural Forum, 
Architectural Record, Buildings ¢ 
Building Management, Chain Store 
Age, Club Management, Electrical 
Merchandising, Homeware, Hotel 
Management, Modern Hospital, Re- 


tric Refrigeration News, Electrical 
Dealer, Electrical Merchandising, 
Food Field Reporter, F. T. D.-News, 
House Furnishing Review, Journal 
of Home Economics, Meat Merchan- 
dising, Ice Cream Field, Ice Cream 
Review, Ice Cream Trade Journal, 
Western Confectioner, National Bot- 
tler’s Gazette and National Carbona- 
tor & Bottler. 


Coullie in I. A. C. 


D. J. Coullie, of the sales promotion 
department of Alling & Cory Com- 
pany, Pittsburgh, has joined the In- 
dustrial Advertising Council of that 
city. 


Ross Earns More 
Ross Gear & Tool Company reports 


tail Ledger and Retailing. 
The general group embraces Elec- 


1934 net profit of $248,476, compared 
with $139,091 for 1933. 


Customer Comfort is stressed in 
all trade paper copy for Kelvina- 
tor air conditioning equipment. 


of the specialized group, in which 
the company has arranged for the 
individual adaptation of the selling 
message to the trade; the general 
group, in which the appeal will be 
on a basis of a general discussion 
of the growing need for air condi- 
tioning in modern business and 
Kelvinator’s ability to render Exact 
Selection; and the business group, 
in which the company’s message 
will be more institutional in char- 
acter and directed to the executive. 


Each insertion designed for the 
specialized list is a dramatic ap- 
peal for the greater sales and added 
profits that are made available to 
every phase of business by reason 
of the elimination, with air condi- 
tioning, of the so-called seasonal 
slumps. 


Copy Treats Situations 


“The customer's attitude toward 
a place of business is as much 
affected by the condition of the air 
as by the efficiency of personal serv- 
ice, quality of merchandise, or gen- 
eral appearance,” the company says 
to department store owners. “Un- 
less your business is vastly different 
from that of most merchants you 
have to employ salesmen who are 
capable of selling. A part of the 
selling picture is the element of 
time. When a customer begins to 
linger, a sale is imminent—there is 
an interest. To promote the impulse 
to linger your entire shop or de- 
partment must be comfortable, in- 
vitingly cool and refreshing. The 
order of the day is alertness to 
capture customer preference.” 
Merchants are also told that val- 
uable data on other profit factors 
above customer comfort have been 
accumulated to show that installa- 
tions already made have been justi- 
fied. Higher efficiency and better 
nature of employes; protection to 
merchandise such as furniture, furs, 
confections; cleanliness and conse- 
quently smaller spoilage, are cited 
as some of the important items. 

The tremendous commercial value 
of air conditioning is brought out 
in Kelvinator’s appeal to manufac- 
turers of products such as chem- 
icals, confections, cigars and bak- 
ery products that are made or pro- 
cessed most successfully under cer- 
tain atmospheric conditions. Print- 
ing, lithographing and other graphic 
art establishments are cited as 
other examples requiring condi-|) 
tioned air for the best results. ] 


Value to Hospitals 


Of even greater value, the com- 
pany points out, is air conditioning 
to hospitals and sanitariums. Med- 
ical authorities, it is said, have 
found that a very definite relation- 
ship exists between resistances to 
infection and climate, and that low- 
ered bodily resistance follows close- 
ly upon unusually high tempera- 
tures. In illness, the company adds, 
these important factors become 
vital and invite the careful applica- 
tion of air conditioning as a thera- 
peutic aid in operations and mater- 
nity cases, and as a general anti- 
infective agent. 

Each copy illustration in the spe- 
cialized group is divided to show, 
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HOLD PRODUCT 
DEVELOPMENT A 
1935 REQUISITE 


Gives Direction to Sales 
and Advertising 


New York, March 1.—The myriad 
uses of product development, as well 
as some of the requirements for this 
type of expansion are ably pointed 
out in a bulletin of the Policyholders 
Service Bureau of the Metropolitan 
Life Insurance Company. 


One of the most obvious objectives 
of product development is to enlarge 
the market by simplification of the 
product and reduction of its price. 

“One manufacturer of a_high- 
priced piece of equipment,” relates 
the bulletin, “was selling the product 
to large companies. An attempt to 
sell this equipment to smaller con. 
cerns was unsuccessful because the 
price was greater than their needs 
warranted. The company undertook 
development work which resulted in 
improving and simplifying the prod- 
uct so that the price fell within 
reach of a large number of smalle1 
firms.” 


Another result of product develop- 
ment may be to fortify a company’s 
position in a given industry by en 
abling it to offer a complete line. A 
manufacturer of a highly competi- 
tive line in the construction indus- 
try found it advantageous to develop 
new items from time to time so that 
for a given job the company can offer 
a complete array of necessary equip- 
ment and thereby put itself in a 
stronger position to compete with 
other manufacturers. 


Leveling Sales Peaks 


Product research may be indicated 
when a product is highly seasonal in 
character, leaving both production 
and sales departments stranded at 
other times of the year. The bulletin 
relates such an instance: 

“Seasonal fluctuations in produc- 
tion prevented the A. C. Gilbert 
Company, of New Haven, from using 
its plant equipment to best advan- 
tage. Although the type of toys 
originally manufactured had _ been 
extended by the introduction of 
‘Erector’ sets and other scientific and 
educational toys, there still remained 
a decided seasonal peak in opera- 
tions. 

“To smooth out this seasonal 
curve, the company set out to de- 
velop new products. The company’s 
experience with small motors for the 
‘Erector’ sets led to the developnient 
of electric fans, humidifiers, and 
other applications of motors, with 
peaks of demand coming at periods 
several months away from the toy 
peak. 

“As a result, operating efficiency of 
this plant is reported to have been 
improved and seasonal unemploy- 
ment reduced. Many other concerns 
have demonstrated the practicability 
of such procedure.” 

Ifa manufacturer of general con- 
sumer goods may find it profitable to 
enter the industrial field, the reverse 
may also be true at times, the bul- 
letin continues: 


Ready Made Materials 


“Such was the experience of. a 
company whose original product was 
leather belting. After a research de- 
partment was organized, a study of 
the market specifications for sole 
leather was made with a view to 
utilizing the raw material used in 
the manufacture of belting. 

“It was found by laboratory tests 
that part of the company’s output 
was particularly suited to the manu- 
facture of soles for children’s shoes, 
and in consequence, the company 
started production of sole leather. 
As a result of further investigation, 
belts, dog collars, skate straps, 
pocket reinforcements and_ small 
leather washers have been added to 
the line, making the scrap of one 
operation the raw material of an- 
other, until only very minute parti- 


cles remain. The company has thus 
utilized 75 per cent of its scrap.” 

Where do ideas for new products 
arise? The sales force is the most 
prolific source, the bulletin reports. 
Other employes often make valuable 
suggestions, while the research de- 
partment itself ranks third. Other 
sources of information are given as 
customers, company representatives 
calling on customers, company engi- 
neers who attend meetings of tech- 
nical organizations, and small out- 
side companies which manufacture 
accessories and sometimes suggest 
further development to be carried on 
by the small company or in the lab- 
oratory of the large one. 

The bulletin suggests that employe 
suggestion plans encourage men to 
submit their ideas by giving them an 


incentive. 


Equally important is the question 
of appraising the value of ideas for 
new products. Among standards es- 
tablished by many companies are the 
following: 1, suitability for market- 
ing through established sales out- 
lets; 2, possibility of fabrication 
with existing plant and equipment; 
3, existence of seasonal demand tend- 
ing to increase plant activity in dull 
times; 4, a potential market worth 
cultivating. 


Utilize Present Outlets 


“The use of present sales organiza- 
tions and existing sales outlets is one 
of the important considerations in 
looking for new products,” says the 
bulletin. “Of companies reporting on 
this point, about four out of five defi- 
nitely attempt to follow this prac- 
tice. 


“One company gave as the reason 
for trying to find products that could 
be sold through established sales 
outlets the fact that products re- 
quiring new sales organizations are 
expensive and unprofitable.” 

Others do not consider this so im- 
portant. One said new outlets and 
new sales organizations could readily 
be developed if the new product was 
shown to possess great possibilities. 

The possibility of using existing 
equipment in the manufacture of 
new products is an _ important, 
though often secondary considera- 
tion, according to the analysis of the 
Metropolitan. 

A substantial majority of manu- 
facturers contributing information 
stated that their companies look for 
new products to be manufactured 
with present equipment, but some 


also stated that this is not the pri- 
mary consideration. In this connec- 
tion, one company, which manufac- 
tures machine parts, reports: “.... 
while we are more enthusiastic with 
regard to the use of our present 
manufacturing equipment, we do not 
limit sufficiently attractive future 
possibilities to the use of present 
equipment.” 

Other replies included the follow- 
ing: “not the essential feature,” “not 
the important consideration,” “new 
facilities for new products as well as 
for present products are constantly 
being developed,” “do not hesitate to 
purchase new equipment provided 
that the potential sales warrant it,” 
and another said, “we are interested 
in new products even though new 
equipment is required for their man- 
ufacture.” 


...able men won’t stay put 


You can't file men like papers. They will not stay put. Able 


men-—and they're the kind that make worth while customers— 


insist on knowing all phases of their business 


That's why in the metal working industry key executives from 


Foremen to Presidents read Iron Age from cover to cover It 


brings them weekly authoritative news of production, design. 


processes. management, markets and distribution. 


These men specify and buy. Let them see your advertisement 


in The Iron Age 


SEND FOR A SAMPLE COPY. It will give you a good idea of its 
editorial scope and the character of the advertising which it carries 
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Everyone Knows 
Illustration Importance 


I have been reading your column 
quite regularly but have never given 
you anything to worry about. 

I’m enclosing a few of our recent 
advertisements and would like your 
frank criticism of them. 

ADVERTISING MANAGER. 


It is unnecessary to explain that 
comment of this kind is very super- 
ficial. Without detailed knowledge 
of your product and market, we will 
have to rate you high on copy and 
layout. The illustrations are good, 
too—that is, they seem to be very 
much to the point and complement 
the copy in good style, but are 
they interesting, attention arresting 
enough to stop those who are only 
mildly interested? 

Every group of readers may be 
divided into three classes—the »on- 
buyer, not interested because he 
couldn’t buy on account of size or 
kind of plant, type of job, etc. There 
is little worth here, but still some oc- 
casional influence value. This class 
may reach as high as 30 to 40 per 
cent of those who turn the pages. 

In the second group, including 55 
to 65 per cent of the total, are those 
who might be prospective customers 
but are entirely passive or indiffer- 


BREWERS 


JOURNAL 
WESTERN BREWER 


Read by brewery 
executives, master 
brewers, brewery ar- 
chitects and engineers 
—wherever beer is 
brewed. 


Now in its 60th year. 


@ Within five days of the mailing 
of our February issue we re- 
ceived more than a score of let- 
ters from brewery executives, of 
which the following are samples: 


@ From Cleveland: Your Feb- 
ruary issue is particularly meaty 
—I marked articles on 12 pages, 
and some incidental paragraphs 
besides, for the attention of sun- 
dry members of our firm. 


@ From Brooklyn: I have just 
read your February issue and I 
want to sincerely compliment you 
on the number of interesting 
constructive articles which ap- 
peared this month. 


@ From Milwaukee: I am very 
glad to know you feel as I do 
regarding this question of taxa- 
tion, and I will be glad to have 
the pleasure of meeting you and 
discussing this and other impor- 
tant subjects when next you are 
in Milwaukee. 


All of which, we submit, is addi- 
tional evidence that proves (1) 
our Editorial Leadership is gen- 
uine and deserved; and (2) there 
is a mighty good reason why, 
month after month, we carry a 
larger volume of advertising than 
any other brewery publication. 


Are We First?—You Answer. 


H. S. RICH & CO. 


PUBLISHERS 


431 S. Dearborn St. CHICAGO 


ent to your product. Then in the 
last class may be the five per cent, 
more or less, who are actively inter- 
ested either in your product or the 
general type of products in your 
field. 

While these percentages will na- 
turally vary widely with the field 
and product, it is worth while to 
estimate the percentage in each 
group, as it may give you a more 
vivid picture of the situation and 
interest of the readers of a maga- 
zine and thus help you plan your 
page accordingly. 

If there is one lesson it will teach, 
it is this—that you must reach out 
powerfully with whatever message 
you may have if you are going to 
stop and interest enough readers to 
justify the cost of the space. 

You must reach out aggressively 
to at least stop that passive class 
and a fair percentage of the so-called 
no-value group as even these men 
are in industry and we all can tell 
stories about many of them doing 
the unusual and influencing or ac- 
tually placing a big order. 

But, you ask, what to do about it? 
The answer is—Consider your illus- 
tration! You can go through any 
average business publication and 
find as few as two or three really 
outstanding illustrations — pictures 
that stop you—or for that matter, 
would stop anyone. 

Too often these cost a lot of 
money, but if the superlative im- 
portance of the illustration is fully 
appreciated, no end of thought and 
study will be given to it, and the 
result will more than pay you. 

The following is probably an un- 
usual case, but we clearly remember 
a striking painting used by the 
Square Deal Company many years 
ago—a flash of electricity, the an- 
guish of the injured workmen, etc. 

When a reader came to the page 
in which that illustration was 
printed, he stopped, and a good per- 
centage of all three classes read well 
into the copy. This company also 
averaged down the expense of the 
picture by using it in their booth at 
expositions, etc., in which it was, 
of course, equally effective. 

Work on _ “your  illustrations—it 
pays. 

+ VF F 


One More Job 
for Advertising 

The boss seems to feel that the 
personnel is at a rather low ebb and 
has come to the advertising depart- 
ment to do something about it with- 
out very much of an idea as to what 
he wants us to do. 

Are there any new developments 
in methods of building morale? 


ADVERTISING MANAGER. 


The boss is probably correct be- 
cause everyone has taken a pretty 
good licking and in too many organi- 
zations business has not’ turned 
enough to permit employes to par- 
ticipate enough to satisfy them. 

Many feel that their lot is the most 
difficult and are looking for a change. 
No doubt they will find that em- 
ployes of other companies have 
fared no better or perhaps worse, 
but still there is a restlessness and 
in some cases a lack of interest that 
the advertising department should 
be able to correct. 

When situations of this kind used 
to develop among nations, the king 
would stir up some kind of war to 
divert the people’s interest. With 
companies any information or inspir- 
ation that can be developed is help- 
ful. A house magazine even if only 
a mimeographed or planographed 
bulletin is very helpful along this 
line. 

If your company is doing a good 
job and is playing fair, it is usually 
a question of greater dissemination 


discussion of .methods of meeting 
those problems that attracts the em- 
ploye and stimulates his interest. 

A series of lectures by the more 


of problems ofthe company and a. 


experienced members of the group 
on different phases of the business 
is another feature that will tend to 
prove to the younger element that 
you are interested in them and in 
making them worth more to them- 
selves and to the company. 


, FF F 


Is the Special Issue 


the Best Purchase? 
I have just finished preparing a 
double page spread for a_ special 
issue of a business magazine. This 
issue will run a great many pages 
and competition will be at its height. 
Are advertising managers smart to 
flock to these special issues or is it 
better to spread the advertising over 
the year? 
ADVERTISING MANAGER. 


Much can be written in support 
of special issues and also regular 
issues. A good campaign will natu- 
rally depend on regularity over a 
period of time for its success. 

However, if you cannot be in all 
issues, there comes a definite prob- 
lem as to whether you will take 
additional space or even try to have 
your schedule include the special 
issues or whether you will try to 
avoid them. 

Most special issues as developed to- 
day have a good reason for being, 
and there is no doubt of added in- 
terest in the occasion. It is reason- 
ably certain that the readers will 
spend more time on this issue than 
on others and that this issue will 
probably be kept and referred to 
over a period of time. On the other 
hand, if the issue is two or three 
times as large, naturally, it is a ques- 
tion whether or not two or three 
times as much time will be spent in 
perusing it. 

Most men have a certain amount 
of time that they can give to reading 
business magazines and probably do 
not cover the larger issues as com- 
pletely as the smaller ones. A de- 
bate on this subject by two of the 
best authorities in industrial adver- 
tising would be interesting. 

Perhaps some of the readers of the 
column may give us their opinions. 
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How to Cover the 
Fringe Territory? 


distance from our plant and are now 
considering the possibility of cover- 
ing them again. 

However, I am afraid that sales- 
men controlling present territories 
will be asked to make an occasional 
call in the distant territories and so 
little will be done that the whole 
effort will be wasted. 

Have you had any experience with 
calling in fringe territories, and do 
you have an economical method to 
suggest through which we could 
cover these areas on a minimum cost 
basis? 

SALES MANAGER 


Many firms have increased their 
net profit during recent years by 
eliminating their fringe territories 
entirely and also eliminating a num- 
ber of unprofitable or questionable 
lines so that they were only selling 
the best and most profitable prod- 
ucts. This required a smaller or- 
ganization all the way through and 
resulted in an increase in net profit. 

Our American tendency always has 
been to have too many lines in too 
much territory. As soon as any rea- 
sonable business develops, we are 
very likely to get into our old habits 
again. 

We believe you should go rather 
slow in getting into the fringe ter- 
ritory unless you can do a real job. 
There are a number of methods used 
by different firms. 

The first and most obvious is to 
contract with distributors to carry 
stock and handle your selling in 
these territories. In many industrial 
lines, this is the best and most eco- 
nomical system. In fact, many man- 
ufacturers find this the best system 
for all territories. 

Second—manufacturers’ agents. If 
stocks are not required, you should 
be able to find manufacturers’ agents 
in these areas that will serve you to 
good advantage. 

Third—if you prefer to continue 


your direct selling methods, we 


During the depression we definite- | % 
ly eliminated some territories at q| 


would not recommend taking sales- 
men out of present territories to do 
this work. In almost all cases a 
check develops the fact that present 
territories are under-manned and 
that any spreading out of calls may 
mean loss in business. 

It would be far better if you would 
employ additional men for this work 
or perhaps make those territory 
changes you have been planning for 
some time—creating one or two more 
in the shuffle and in this way mak- 
ing it possible for the man nearest 
to cover the area from a slightly 
smaller territory than he has had in 
the past. 

If you have good men and can 
send them into these areas on a 
quarterly or six months’ basis and 
then tie up their calls with personal 
sales promotion work, you should be 
able to maintain your contact and 
have a fair chance for business. 

As effort of this kind is compar- 
ative, we are taking for granted that 
your competitors are working along 
the same lines and are not calling 
regularly in these areas. If capable 
competition is calling on a weekly 
or monthly basis, your occasional 
call plus sales promotion cannot ex- 
pect to command a very large share 
of the business. 

If you will get your sales corre- 
spondence department or advertising 
department to team with your men, 
send some general promotional liter- 
ature ahead of them, confirm every 
call by letter and perhaps make it a 
series of three or four letters, you 
may be able to secure a reasonable 
volume at a reasonably low cost. 


Irwin Slashes 
Bit Prices in 
War with Sears 


; Wilmington, O., March 1.— With 
the issuance of the new spring cat- 
alog of Sears, Roebuck & Co., Chi- 
cago, the war which has been raging 
between the mail order house and 
Irwin Auger Bit Company, of this 
city, has entered a new phase. The 


Irwin company has announced a line 
of Ferrox bits, to be sold to dealers 
at 14 to 18 cents each, depending on 
size, to meet prices carried in the 
Sears catalog. 

The local company, which distrib- 
utes through wholesalers and hence 
to independent dealers, has released 
correspondence with Sears, Roebuck 
& Co., in a letter to the trade in 
which Irwin’s vice-president and 
sales manager, H. M. Swain, com- 
mented: 


“I particularly point out to you 
that Sears, Roebuck say it has never 
been their policy to intimidate any 
manufacturer. I wonder if it is pos- 
sible that they do not know that in 
their new spring catalog they have 
more than made good on the threat 
I questioned them about Nov. 15. 

“Although there has been no 
change in manufacturers’ prices, to 
my knowledge, on cheap bits, they 
have cut their prices 33 1/3 per cent. 

“We are committed to the policy 
of putting the independent retail 
dealer in a position to meet competi- 
tion from large competitors. We, 
therefore, offer you our new Ferrox 
bit. These bits are not stamped, 
but each box has a label reading as 
follows: ‘These bits are furnished 
by your jobber so you can meet 
chain store and catalog house com- 
petition. While guaranteed, they 
should not be confused with such 
quality bits as genuine Bluwin and 
Irwin and should be offered only to 
customers demanding price.” 

In a letter to Mr. Swain, Gen. 
R. E. Wood, president of Sears, Roe- 
buck & Co., said the situation is due 
to a misunderstanding. He con- 
tinued: 

“It is definitely our opinion that 
there is a place in the merchandising 
field for the jobber and independent 
dealer. From our intimate contact 
with the retail field, we would be the 
first to make this assertion. Whether 
the independent dealer can expect to 
sell profitably at the identical prices 
quoted in our Mail Order Catalog as 
differentiated from our retail stores 
is a question I shall not attempt to 
answer. We are certain that the in- 
dependent dealer, who is a good mer- 
chant, can sell his personality and 
service against price.” 


acl 


Shi 


Thé-Plowed Field Pays. 


Until editorial keenness in a magazine plows 


through reader apathy, advertising pages 


scatter the seed of business profits on hard 


ground. Shrewd advertisers, recognizing edi- 


torial leadership, made 1934 a banner year 
for Mill & Factory. The plowed field pays! 


MILL® FACTORY | 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City . 


. 333 .N. Michigan Ave., Chicago 


q : . E “~ = ae . a eae Fra Ci. i Sore Sy 2 : gee gS ec: 
. a . * 
f es . = - — ee 
(opeseu ies | ence ee RR RRR NR ee ee oS A eR aR ean: ett rt nt en a A 
Se em et est sss a — ~— ~~ Spades a i —. 
Ley eS | 3 3 
4 SS — | 
7 pe | -—— 
oa | | 
cae 
ee 
cae 
ies Pie ee i 
tees 
CS ie 
vaca eae | 
ua eee | 
baa 
he Bade ce: 
ae Sea | 
co eae 
coat rae 
Sidhe da teal } 
‘Es eA eS f 
Rea S ER: q 
eet AUN a ' 
Cites | 
tar heay cg 4 
oe 
ping eae i 
i" eh. a _ 
ae 
iets Gaia i 
Eee i 
oo ae 
i cee 
WIENS ease etn i 
yeh one tao | 
Mgt Sus oe i 
; oo 
an 
se ae an ea | 
tines em arte | 
shee ee #5 
wean Pe 
oe ee eae 
P=) ae = 
; 
' 
' | 
H 
i 
: t 
F } 
i | 
nidulans, 
; } | | 
x oh ae = ag q ——E~_—~ ——_——__ _====>>>>_——_=====—S=SSS=== 
ae 
: 4 Y r : 
Ailes on aes : r 
a # | 
Ase \ 
RS irae fos H 
ayer? 
De Se nici 8 | 
Rae ua AE i | —— 
“ i 
ath eet ee 5 ‘ ‘ 
Paka ee a: 
i er ene}: 
eee as | 
pe di H 
ee ue Hq 
Meg BATS SS H cetanieeiin ——— 
thee 2 ¥ | | 
vests wo > i ' 
“aa | | 
eens aaa encarta inmate 
| | | =———— - 
lg | i is a . — - 
awe : j | | | hea. » eR ete Ce eo a = a Reganael ais 
oes | i | Ree oe St, Say ee Se ae 
aoe is i : ; as REA s Bas Chk eer 
sf | | Hes Bo ; : . pe coe Fons 
OF ec | L a ae * eas 
ee ven : : tie - 
Pag) homes | ae m ‘ ei 
ast os ts j é i. we r ee : 
ee } | poe ies | \ 2 ag : Pi al : 
P i | a ae te tie Singer a - eg Pe ? 
ad ee es ( Bas = ss ™ 
| ; , n 4 ee 
. _ 5 | * - i wae . — , 
: ili aa ang — si ; 3 —- ‘ Si 
2 2 a SC 2 eee aaa Lat : - < i 
‘eon ereon i | | in ae ae Titec eS } & ie as we be a 
” ; Reeve oa ’ ’ % ie ‘ me. & ‘ ; He 
aa — ae a : al re a : % iia a 
; \ — lke oo ie Poa i ae gah 
ae | 2 ae aes ea se 
se a Sec 4 i he es ~~, |: Saige 4 oe ah a 
uataee a oan ‘Saen. VY . aa oe ve 
= > Gees? te ae. Tone? ~~ 
4 - ;* a. Ke t Sa a, 53 al 
i; H ey a) 4 i oe ’ Sa 3 ; core hte te 2 
‘ se on a Pas: . tf 
a Pre a I x om <i " pn! ‘4 re ‘ i : A < : 
TEC eek + ii Sd : = pf ete ee . fe 
>" u H amet Bee. TS % ‘ * eae a. ' " 
: <a ae sea a 
i ae pees = ae a ra Apa a * “ rs 
i A Na Bey Paes 4 " . ‘ ie peat : 4 - ; Mey te) 
| “iy eae FF, ge Se Re Fahey ic 
ee mie. eer. 8 de?” = Sam 
. | x a ole, PEER Tee te Srey en a Ae “2: , 
, bree - | ian Pa is ch ae ha = pesrichs Spee Te : > 
Cee am j RL Me eh ee si 3 ier eee Po yn ee be deoxy 
oS Ree i Rec ee ko aaa ~ Pete Son eee ee oe “ _ . 
rd praeee ‘ ol ; am Ne ae Maa gir Me A eae . a 
Jka Sah clei * ‘oe RS papa bei iar ce Ma Es Ss ly Spe; at 
aa meee t 24 ha PS ea a eink, Sanh yl rt Fa gn ee ox 4 rl” 
ec es Po ge Re ne 
Stas ss: Reh rr ena Mr ae a —— = 
1 aa Wer ee gS ares aaa a. oe. Sy 
iy eee H ] ye RR eC. Tey ae enn eee Fai ae ee sar on 
maar Py - ae: User me Rey sneineire Bee ia eee pA iia ae ge. ae an , 
a fe ge ie Wee Roba te tata. Veneers 6 Se heen eta ere |e Media, oo. . 
a PE a) ea ae ME ae 5, Ser “ee oa ey Siegel, gen rr 
ia cr 2 an Sa ; 
Fists ee or f a 
" | 
poe ' 
a 
ray oes | ‘ 
ms - 
j oo 
! j i 
t 
q 
| ee 
iq 
: eee 
q 
i.) (ee 
a 
| 
H 
| eee 
| eee 
qi 
a 
q 
a 
a 
. 
| 
a 
q __ | 
qi | 
q ee | 
a i 
a iain | 
| | 
ee 
ne . 3 
ee eee ee , Pie ee 5 fi si ‘) 
Safe eae eg Kas PN Py cea eee Re Seth os sore ok esr Meee NES om te are ies Sarre nee eae ae eae ars = Fe ei elie een ee ag hl i an! eae eect ean etapa ay or i Si icin SV ages a et cage ‘ : . ee i ea < 
i ae ah ROR) Sa en ea sas fo pie ares Silly Secs See OF em pas Ae Fe eS cieey  e S ellen eran or ae , : eae ota ae ae RE ET ay Roe ate Cas er Meet <==)" Se er Caer Oe Cee EN Seep eae | os a Ramer ey ree Lee 
ARS OL ee Ee eee ern Pa ES an ad F Scr Po 2S 5 Pew x, : Se ‘: MTN Be ee a de ec Shee Tae ter As eee Ue wig ott ted SiS Pape aed x ae STN Ea be Metered 7 eo ae piensa OE) 
fe hae carey, soe de tag” 3 se A a ha ea ia a Oe Saye ee at a Set i Sp Le a . as - oe “ Semen SETI Ai, anne Mated Dente git co cawe Phy ee gee 5 SET lan sig ee: tis 2 es ae i oe ce ae eile aN a ga eRe ok, ‘3 ia 


ie ew aE YS = 


Oma nonrodDererW 


= 
' 


—~ 


March 2, 1935 


ADVERTISING AGE 


HUMOR HELPS 
TO MERCHANDISE 
G-E SALES AIDS 


Cleveland, O., March 1.—A prin- 
ciple laid down by George Herbert 
two centuries ago is being followed 
by the incandescent lamp department 


The MAKING of a QUEEN 


WHEN Sir Walter Raleigh was known only 
as Walter Raleigh, Esq., the good Queen Elizabeth didn't know 
him from Adam. Now Walt was out for some recognition and longed 
to have his place card at the royal table He had personality and 
a winning smile, but he needed other assistance in order to “make” 
the queen § § [Every rainy day he'd stand on a corner and 
wait for Betsy but nearly always she had a friend with her, so Walt 
had to let the whole idea rest for another time. § § One day 
fortune smiled on Walter Just as the Queen approached, it began 
to rain “cats and dogs” Walt ups to the lady with an umbrella 
and a few well-chostn words. She takes his arm and they reaches 
the curb. Walter takes off his raincoat, stretches it over a puddle 
and bids the Queen proceed—she does. Hethencallsacab § § 
Walter was made Sir Walter after that 


NOTE the technique Walt didn't just 
barge up to the Queen and let it go at that He was smart enough 
to know that it takes a gadget or two to help any selling plan pan 
out. General Electric uses the same technique It provides sales 
aids to help sell auto lamps Stuff like lamp guides, cabinets, testers, 
films, ete., are carefully designed to give that added selling punch 
which is so essential 


Bi 


The light and airy technique of 
these G-E mailing cards is in keep- 
ing with the swiftly moving copy. 


of General Electric Company in a 
direct mail campaign to distributors’ 
salesmen: 

“A man learns more quickly and 
remembers more easily that which 
he laughs at than that which he ap- 
proves or reveres.” 

The series, promoting G-E mazda 
auto lamps, consists of monthly 
cards, relating historical events in a 
whimsical way and drawing a mod- 
ern moral. Interesting line draw- 
ings make the cards inviting. 

The general tenor of the series is 
indicated by a mailing card describ- 
ing “The Making of a Queen.” It 
says: 

“When Sir Walter Raleigh was 
known only as Walter Raleigh, Esq., 
the good Queen Elizabeth didn’t 
know him from Adam. Now Walt 
was out for some recognition and 
longed to have his place card at the 
royal table. He had personality and 
a winning smile, but he needed other 
assistance in order to ‘make’ the 
queen. 


Disappointed Many Times 


“Every rainy day he’d stand on a 
corner and wait for Betsy but nearly 
always she had a friend with her, so 
Walt had to let the whole idea rest 
for another time. 

“One day fortune smiled upon Wal- 
ter. Just as the Queen approached, 
it began to rain cats and dogs. Walt 
ups to the lady with an umbrella and 
a few well-chosen words. She takes 
his arm and they reaches the curb. 
Walter takes off his raincoat, 
stretches it over a puddle and bids 
the Queen proceed—she does. He then 
calls a cab. 

“Walter was Sir Walter after 
that.” 

The company’s interpretation of 
this incident followed: 

“Note the technique. Walt didn’t 
just barge up to the Queen and let it 
go at that. He was smart enough to 
know that it takes a gadget or two 
to help any selling plan out. General 
Electric uses the same technique. It 
provides sales aids to help sell auto 
lamps. Stuff like lamp guides, cabi- 
nets, testers, films, ete., is carefully 
designed to give that added selling 
punch which is so essential.” 

The direct mail campaign, reported 
to have scored a hit with jobbers’ 
salesmen, is in addition to the busi- 
hess paper and consumer advertising 
done by the lamp department. It in- 
dicates how carefully every phase of 
the company’s promotion is planned. 


‘Pop’ and ‘Lad’ 
Again Feature 
Lincoln Copy 


Cleveland, March 1.—Lincoln 
Electric Company, which was a 
heavy advertiser through depression 
years, has been reaping the bene- 
fits of this continued contact dur- 
ing the more recent upturn. The 
company has increased its schedule 
considerably for 1935. 

Last year 20 trade publications 
were used. This year 36 have been 
selected to carry the Lincoln ban- 
ner on an international scale. Di- 
rect mail advertising will be in- 
creased in about the same propor- 
tion. 

“Pop” and “Lad,” the two Lin- 
coln characters, are now nearly 15 
years old in point of advertising 
use. This year they will assume 
more prominence than ever in their 
human-interest promotion of the 
Lincoln welding process and equip- 
ment. “Pop” and “Lad” will be 
shown almost entirely in actual 
photographic illustrations. 

The theme of the new campaign 
by Lincoln will be based on “the 
profits of progress.” Actual appli- 
cations of the welding process will 
be used in photographic cuts. The 
campaign will be purely vertical this 
year with specialized copy striking 
directly at the problems of many 
fields. New uses of welding will be 
constantly promoted as well as the 
sale of equipment in established 
markets. Griswold-Eshleman Com- 
pany of Cleveland is handling the 
campaign. 


DETAILS STEPS. 
TO BE MADE IN 
MARKET STUDY 


New York, March 1.—Sending the 
office boy to the library to obtain 
certain statistics, mailing a few 
hundred questionnaires to custom- 
ers and prospects and tabulating the 
returns, the exhibition of a model 
to a few individuals for comment, 
and like haphazard procedures do 
not constitute marketing research, 
G. W. Kelsey, president, G. W. Kel- 
sey & Co., engineers, New York, 
told the Metropolitan Section of the 
American Society of Mechanical En- 
gineering at one of its recent meet- 
ings on technical sales and distri- 
bution. 

Mr. Kelsey asserted that the sci- 
entific approach to problems of dis- 
tribution has not progressed to the 
point of setting up a generally ac- 
cepted terminology although its 
analytical aspects have been called 
“marketing research.” Unfortu- 
nately, he said, this term has been 
used to mean almost anything. 

“Marketing research is a _ fact- 
finding procedure in the realm of 
distribution,” he declared, “a tech- 
nical operation intended to provide 
those in executive authority with 
necessary factual information. 


Gives Technique of Research 


“Adequate marketing research in- 
volves: 

“1. A study of administrative and 
executive policies as they affect 
marketing operations or results. 

“2. A study of the product from 
the standpoint of the ultimate pur- 
chaser, to determine utility, satis- 
faction value, optimum price, style, 
and quality. 

“3. A study of the market, to de- 
termine its accessibility, extent, lo- 
cation, and disposition. 

“4. A study of the channels of 
distribution, to determine trade 
practises, dealer attitude, and the 
like. 

“5. A study of methods and 
means, i.e., selling and advertising 
technique, service, the use of pre- 
miums, samples, and demonstrators. 

“All of these considerations form 
an important part of a genuine mar- 
keting research. If one aspect is 


slighted, misleading — often damag- 
ing—conclusions may result. 


Outlines Procedure 


“In making studies of this char- 
acter we follow the same funda- 
mental procedure as when under- 
taking product and methods re- 
search, to wit: 

“1. It is necessary to have a 
clear understanding of the prob 
lems to be solved. What we wish 
to learn must be noted and dis- 
cussed by all interested parties so 
as to avoid any possibility of mis- 
understanding. 

“2. It is necessary to prepare 
plans that will govern procedure 
during the investigation. At this 
point we must discover the sources 
of information; learn how the in- 
formation can be most readily ob- 
tained; instruct those who are to 
participate; prepare literature and 
forms. 

Must Obtain Evidence 

“3. It is necessary to obtain the 
evidence. This may involve a re- 
view of all pertinent literature and/ 
or laboratory analyses and tests, as 
well as contact in the field with 
those who buy, sell, or use the prod- 
uct under consideration. The pur- 
pose is to obtain every fact, opinion, 
experience, or prejudice that may 
possibly help in solving the problem. 

“4. It is necessary to correlate 


results. The data gleaned from all 
sources must be accumulated, cor- 
related, tabulated, and often retabu- 
lated, until all significant facts have 
been brought to light. 

“5. It is necessary to present the 
conclusions, in report form, prop- 
erly summarized and illustrated.” 

It is astonishing, he said in con- 
clusion, to discover how few manu- 
facturers have apparently designed 
their products from the standpoint 
of the ultimate purchaser. Articles 
made by some of the largest and 
best known firms have been found 
to be poor value when compared 
with like products on the market at 
the same or a lower price. “Had 
these companies made a study of 
the type to which I have referred 
this would certainly have dictated 
either a modification in design or a 
discontinuance of the article. 

“Thousands make hundreds by 
selling what people should have, 
while hundreds make millions by 
selling what people want.” 


Eastman Club Speaker 


R. O. Eastman, president of R. O. 
Eastman Corporation, New York, ad- 
dressed the Eastern Industrial Adver- 
tisers, Philadelphia, at its monthly 
dinner, Feb. 8. His subject was mar- 
ket analysis. A. C. McPhail, of the 
Controlled Circulation Audit, New 
York, also spoke. 


TO REVISE BY-LAWS 


Howard F. Barrows 
Mr. Barrows, an ex-president of the 
National Industrial Advertisers Asso- 
ciation, has been appointed chair- 
man of a committee to bring na- 
tional and local rules into harmony. 


The revision will determine the 
mooted status of advertising agen- 
cies in the N. |. A. A. 


“WHAT DOES GRAY KNOW 
ABOUT SELLING IN THE x 


INDUSTRIAL FIELD?...° & 


For example, take 


RESIDENTIAL 
CONSTRUCTION 


@ Every principal in this organization 
owns his own home. 


@ We are graduate engineers who know 
the hidden values in houses. 


@ The architect to us isn’t merely a name 
in Sweet’s distribution list. He’s a good 
friend—maybe a fraternity brother. He 
tells us his problems frankly. We know 
how he fits into the residential building 
picture, what he can and what he can’t 
do for our clients. 


@ The contractor is like a neighbor to us. 
His practical slant on building has always 
had our careful attention. We like to 
take products to him that he can hon- 
estly boost. ; 


@ The dealer is not just a tack on a map 
to us. Our men have called on him from 
coast to coast discussing local conditions, 
the relative value of different “helps” for 
selling building material, etc. We know 
the country yard—line” and independ- 
ent—as well as the city dealer with 
departmentalized set-up. 


@ Our clients have included well known and 
successful manufacturers of quality prod- 
ucts. Their selling plans are held in 
professional confidence by us and are not 
for sale. But the experience we have 
gained through a dozen years is available 
to others. 


RUSSELL T. GRAY, Inc. 


205 W. Wacker Drive, Chicago, Ill. 


Telephone CENtral 7750 
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CLASS & INDUSTRIAL MARKETING SECTION 


March 2, 1935 


PUBLISHERS AND EDITORS TREK TO CAPITAL TO GET INSIDE STORY 


Members of Associated Business Papers, Inc., and National Conference of Business Paper Editors snapped during their Washington conference Feb. 15-16. During their stay 
in the national capital they interviewed a number of high Government officials, getting the inside viewpoint which is so helpful in formulating policies and giving readers accurate 


interpretations. 


RESPONSIBILITY 
IS EXTENDED 10 
FORGOTTEN LINE 


Special Attention Makes 
Small Items Profitable 


Milwaukee, Wis., March 1.—The 
financial report of Cutler-Hammer, 
Inc., for 1934, showing the company 
to have enjoyed the best year since 
1931, suggests that it has solved, at 
least to some extent, a problem which 
has long perplexed companies selling 
to industry. 

About a year ago, when Cutler- 
Hammer executives were discussing 
1934 plans with the company’s 
agency, George J. Kirkgasser & Co., 
Chicago, the question of giving more 
emphasis to some of the minor prod- 
ucts arose. Advertising support had 
been placed chiefly behind the com- 
pany’s line of electrical control 
equipment, so that not only buyers, 
but the men charged with selling 
were inclined to stress this line. 

There were a number of products 
in the family which, while often sold 
in connection with control, had in- 
dividual uses and individual markets. 
Each of these items might develop a 
volume of several hundred thousand 
dollars a year in the ordinary course 
of events. 

After analyzing the situation, the 
company decided to place responsibil- 
ity for some of these neglected prod- 
ucts on individual sales engineers in 
the organization. One was desig- 
nated to take charge of sales of spe- 


A BILLION 
DOLLARS 


for new building in the U. S. 
in 1934. An off year—yet up- 
wards of one hundred millions 
of this amount were spent for 
heating and ventilating equip- 
ment. 

Modernizing FHA and better 
times in general are going to 
jump this figure in 1935. Pre- 
pare for your share of the busi- 
ness by reaching the contract- 
ors, engineers and manufactur- 
ers who control material speci- 
fication and purchase. 

Complete coverage and edi- 
torial authority back every ad- 


Healing and 


Ventilating 


148 Lafayette St., New York 


cial switches; another to give some 
special cultivation to resistors, and 
a third to relays. About four items 
were selected for sponsorship in this 
way. 

The duties of the men in charge of 
each were to make a special study 
of the possibilities; to see what had 
been done in the past; who had been 
buying these items, to acquire in- 
formation about the sales possibili- 
ties and to feed this information to 
salesmen and jobbers in small and 
interesting doses. 


Little Extra Cost 


All of this could be done without 
too much interference with the ex- 
isting set-up, it was argued, and with- 
out any cost beyond that of special 
advertising. Some such advertising 
was done during the year in small 
space. Some of this copy, however, 
developed so many inquiries that it 
proved embarrassing to the company 
and the advertising agency was in- 
structed to eliminate this feature 
temporarily. 

It is a well known fact in indus- 
trial circles that few salesmen do a 
thorough job unless they are con- 
stantly reminded of forgotten items. 
One manufacturer of drives found, 
for instance, that his salesmen were 
devoting nearly all of their time to 
selling his line for machines pro- 
duced for re-sale, but were neglect- 
ing the machines used to produce the 
product to be sold! 

Another consideration is that every 
lead is important not only for the 
immediate sale, but because of the 
larger field which is frequently 
opened. The salesman is frequently 
given contacts which prove of in- 
estimable value, even when the 
original inquiry concerned a product 
with a modest price tag. 

Cutler-Hammer, Inc., is believed to 
have profited by improved general 
conditions which made for larger 
gross sales, but it also helped its bal- 
ance sheet by increasing sales of 
some small items which normally 
have to take care of themselves to a 
large extent. 


Hercules Copy 
Tells Romance 
Of Explosives 


Wilmington, Del., March 1.—De- 
signed to create and maintain confi- 
dence in its explosives and blasting 
supplies, the Hercules Powder Com- 
pany’s series of striking pages in in- 
dustrial papers is revealing a story 
of product control seldom, perhaps, 
thought of in connection with these 
products, even by those who handle 
them daily. Unusually large photo- 
graphic illustrations which bleed off 
the page feature the copy. 

The objective of the campaign was 
approached by going behind the 
scenes and showing the intimate 
phases in the manufacture and test- 
ing of Hercules explosives. By select- 
ing the most outstanding tests which 


Interesting 
Demonstrators 
Promote Pipe 


Birmingham, Ala., March 1.—To 
illustrate the meaning of resilience 
in terms of impact resistance, the 
American Cast Iron Pipe Company 
showed visitors to recent conventions 
a working model on a drop test to 
which all Mono-Cast pipe is subjected 
at the company’s plant. 

The actual test as practiced in reg- 
ular production includes dropping a 
50-pound hammer on the _ pipe 
through a series of blows, the first 
blow from a height of three inches 
with the height of successive blows 
increased three inches each and con- 
tinuing until the pipe fails. 

The impact test occupied the cen- 
ter unit of the company’s three-panel 
exhibit at one show and later was 
the subject of its advertising in in- 
dustrial publications and direct mail 
matter. The elasticity of the pipe 
was demonstrated with another de- 
vice. It operated by a downward 
pressure on a pedal spreading a split 
section of the pipe which sprung back 
into place when the pressure was re- 
leased. A third apparatus illustrated 
resilience. A pressure on the pedal 
of this contrivance, magnified many 
times by a system of levers, caused 
the ring section of pipe to “give,” the 
amount of which was registered by 
the travel of an indicator above. 

The demonstrations were worked 
out by Cecil A. Carlisle, publicity 
manager, who realized how inade- 
quate are words and formulae in at- 
tempting to give the true picture of 


are made to control the quality of 
dynamite, it has been possible to 
present a continuous story of testing 
and manufacturing that is believed 
certain to create confidence in the 
company’s products. 

Another point of attention value 
and interest in the series is the illus- 
tration of apparatus that is unique. 
For example, one piece of copy shows 
a machine that records the amount 
of pressure generated at every in- 
stant during the split second of an 
explosion. Another illustrates the 
Mettegang in use. This apparatus 
measures accurately to the millionth 
of a second and is used to check the 
detonation of explosives. The cur- 
rent page depicts an operator operat- 
ing equipment used in the final check 
of the product—the actual firing of 
samples of each hour’s production. 
The text is straightforward, re- 
served, and to the point. 

Twelve pieces make up the series 
which is appearing in Compressed 
Air Magazine, Earth Mover, Excavat- 
ing Engineer and Explosives En- 
gineer. 

The campaign was prepared by M. 
R. Budd, assistant advertising man- 
ager, under the general direction of 
Theodore Marvin, advertising man- 
ager. 


what resilience and elasticity mean 
in the work that pipe will do. The 
mailing pieces featuring the exhibit 
were mailed during the week follow- 
ing the convention so as to reach the 
prospective customer who had at- 
tended the meeting, as well as others, 
a few days after he returned home. 

The company depends largely on 
direct mail including a house organ, 
“Pipe Progress,” for its promotional 
effort. Its mailing list is made up of 
12,000 names subdivided in such a 
way that mailing pieces may be sent 
to any classification desired, using 
selectors on its Addressograph plates 
for this purpose. 


Williams Is Active 


Watson Williams Mfg. Company, 
Millbury, Mass., is planning a busi- 
ness paper and direct mail campaign 
through Otis Carl Williams, Inc., ad- 
vertising agency of Worcester, Mass. 
The company manufactures equip- 


Barrows Head of 


By-Laws Committee 

Gregory Starbuck, General Elec- 
tric Company, Schenectady, N. Y., 
president of the National Industrial 
Advertisers Association, has ap- 
pointed Howard F. Barrows, Austin- 
Western Road Machinery Company, 
Chicago, chairman of a committee to 
revise the national by-laws. The ob- 
jective is to bring national and local 
regulations into accord. 

Other members are Col. W. T. 
Chevalier, Engineering News Record, 
New York; L. R. Garretson, Leeds & 
Northrup Company, Philadelphia; 
Cc. B. Dietrich, Wagner Electric 
Corp., St. Louis; Roger A. Poor, 
Hygrade Sylvania Corp., Salem, 
Mass. 


Ramsey Speaker 
W. J. Ramsey, advertising man- 
ager of the Mathews Conveyor Com- 
pany, Ellwood City, Pa., addressed 
the Industrial Advertising Council, 
Pittsburgh, Feb. 7, on “Our Business 


ment chiefly for the textile field. 
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One Man Put 
it this Way -- 


The Americen Society of 
dust thet. 


ing daked 2oods. 
of last year's convention? 


goods. 
plants. 


They have "the say" very 


record of the Convention. Those 


meeting. 


"Rudy" Swartwout and the cameras. 


is vital to you, too. 
in @ more important issue. 
are dominatingly featured. 


Plan 


RTR/BEJ 


Four devs of bueiness sessions, 
talxs and discussions cf problems pertinent to success in produc- 
Is it any wonder over £00 registered the first day 


MARCH 2 
BAKERS' HELPER'S 
48TH YEAR 1935 


"That Engineers' Convention is a gold mine of ideas". He 
said what hundreds have thought and expressed. 


Bakery Engineers Convention is 


cramted ith valuable 


The men who attend this meeting are Jeaders in their line, 
men who control the production of the big bulk of the industry's 


largely about purchases for their 


These men who attend look to BAKERS’ HELPER for a full 


unable to attend will await the 


Convention issue of BAKERS' HELPER for the report of this important 
They will not be disappointod either, for March 23rd issue 
will contain the complete story and will be well illustrated with 
pictures taken there, the same complete vivid recording as in past 
years by Vic Marx, Miss Morris, "Hub" Teller, "Chuck" Barnes and 


March 23rd BAKERS' HELPER, the Engineers' Convention issue, 
You'll seldom have opportunity to advertise 


now, and be sure your products 


Color and bleed will add much punch to 
your advertising story and neither is expensive. 
forms close March 6th and final forms, March 13th. 


First advertising 


Send your reservation NOW. 


Very truly yours, 
B S' 


Raymond 7. Risley 
Advertising Sales Manager 
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March 2, 1935 


ADVERTISING AGE 


ll 


SPACE BUYER’S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Baking 


BAKERS’ HELPER 


The Magazine of Bakery Practice & Management 
330 S. Wells St., 
Chicago 
ABC ABP 
See advertisement elsewhere this issue. 


tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South’s important activities. About 
60,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
ne. Member A. B. C. Branch offices: New York, 
cago. 


Insurance 


BAKERS’ REVIEW 


330 W. 42nd St., New York City; Chicago office, 
Chas. B. MacDowell. manager 11 8S, La Salle St. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
cise and quickly assimilated form. Complete cov- 
erage—over 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemists and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. Type page 4%4x7. Page rate, 12 
times, $120; half-page, $65; quarter-page, $35. 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 


45 W. 45th St., New York; Chicago office, 360 N. 
Michigan Ave. Published every Saturday. Subscrip- 
tion $2 a year. Forms close 10 days in advance 
of publication. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. Type page size, 7x10. Member 
Audit Bureau of Circulations and Associated Busi- 
ness Papers, Inc. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
scribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


BREWERS JOURNAL—WESTERN BREWER 


(Established 1876), published by H. 8. Rich & 
Co., 431 8S. Dearborn St., Chicago, Ill. A monthly 
journal devoted to the brewing, bottling, malting 
one allied industries. Published the fifteenth of each 

onth, Page size, 7x10 inches Rates: One 
pong one time, $100; 12 times, $70; one-half page, 
one time, $60; 12 times, $40; one-quarter page, one 
time, $35; 12 times, $25; one-eighth page, one 
time, $24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
ceived five days prior to publication date. 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 E. 
42nd St., New York ‘ene ' — the entire brewing 
and allied industries. total monthly er ae 

over Mg Publishing ‘gato firs 

month. Page 7x Rates, 12 pages within 
one oan 100; 8 can total, $114 per page; 4 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, hom ik life; Insur- 
ance Salesman, monthly, life; h Notes, monthly, 
fire and casualty; Insurance R_. 2, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,00 covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
B. C., A. B. P., and National Publishers’ Asso- 
ciation. Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


MIDA’S CRITERION 
INCLUDING BOWNE’S WINES & SPIRITS 

Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete eoverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. The base 12 page rate 
is $115; half page, 12 times, $70; quarter page, 12 
times, $40. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment. supplies, ete., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


431 8. Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys, 


Milk 


Coal 


THE BLACK DIAMOND 


A bi-weekly journal reaching all branches of the 
coal industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg., New York; Room 
417, 622 Broadway, Cincinnati. Its vigorous edi- 
torial pelicy has made it a dominating factor in 
the trade. Size of page, 9x12 inches. Page rate, 
one time, $90; 26 time rate $81; half-page, one 
time, $48; 26 times, $42; quarter-page, one time, 
$26; 26 times, $22. Issued every other Saturday. 
Last forms close Tuesday preceding date of issue. 
Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE pmenean DENTAL 
ASSOCIATION 

212 E. Superior St., Chicago, Ill., is the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion. Total circulation, 36,752. The Journal is 
issued the first of each month. Forms close first 
of month prior to publication. Type page, 4%x7% 
inches. Yearly rates: One page, $112.20; half- eee 
$67.15; quarter-page, $42.50; eighth-page, $28.9 


Farm Implements 


FARM IMPLEMENT NEWS 


431 S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors and other farm equipment lines. Issued_bi- 
weekly, Thursday. Closes 7 days preceding. Type 
page 7%xl0%. One-time page rate $120. Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 

, issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- 
ers all over the world. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


332 S. La Salle St., Chicago. merger of Grain 
Dealers Journal (established 1898); American Ele- 
vator & Grain Trade (established 1882); Grain 
World (established 1926), and The Price Current- 
Grain Reporter (established 1844). Published _sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 
These fields are recognized as the largest users of 
complete elevating, conveying and power transmit- 
ting equipment, bev all other equipment for the 
handling and processing of grain field seeds and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chicago. Published By 
of month. Forms close 1st of month. 

7x10. One time page rate, $125; —_ -page, Posto: 
12-time page, $100; half-page, $60. Agency dis- 
count, 15%. Subscription, $1. Leading hotel tech- 


subscribers represent a group directly responsible ter 
the spending of almest a billion oy yearly. Mem- 
ber A. B. C. and A. B. P. rite for Audit Bu- 
reau of Circulations’ RR, a ~* Willy, Inc., 
publisher 


Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 53 years South's leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
Preceding. Type page, 7x10 inches. Financial and 
Special one-time advertisements, $150 a page. - 
time page rate, $126; 
tate, $112. ‘commissions. 
$2. Distribution, 7,488 copies monthly, of which 
85% are South. Reaches executives and operative 
officials of South’s important industrial, railroad, 
financial, public utility. engineering and construc- 


MILK PLANT MONTHLY 


327 S. La_ Salle St., Chicago. Covers fluid milk 
industry. Read by. milk plant owners, executives, 
scientific and tech staff, $s, ete. Pub- 
ish h. ‘orms close 15th, preceding. 
Type page size, 7%xl0. Subscription, $2. For- 
eign and Canada, $3. Member A. B. C. Agency 
commission, 15%, when bills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. velve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco, 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 


330 S. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 
ing power of industry. Members A. B. C. and 
A. B. P. Published monthly; issued 25th of month. 
Forms close 10 days preceding publication date. 
Type page, size 7x10. Advertising rates: 13 times, 
page, $130; half-page, $70; quarter-page, $47; 
eighth-page, $28; 7 times, page, $145; half-page, 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, Rates for covers, preferred posi- 
tions, inserts and color on application. New_York 
office, 56 W. 45th St.; Cleveland, O., 850 Budd 
Ave. 


Refrigeration 


ICE AND REFRIGERATION 


435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthly 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 39 national, sectional and 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12- ~page, $82.50. Rates 


Type page, 7%xl0% inches. Circulation sworn, 
net paid, 5,085. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than double the volume of its nearest 
competitor. It is hy only publication completely 
covering the Bae construction and maintenance 
market. $ 000, 000,000 market is now showing 
the AR... recovery. i@ twice-a-week construc- 
tion reports published and sent to the advertisers 
of Roads and Streets tell the story and show con- 
struction equipment and material manufacturers 


sample copy of th tion 
Publishing Company, 400 W. Madison “St., Chi- 
ca 


Seed 


SEED WORLD 

325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. ad 
World reaches retail, wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U. S. Denartment of Agriculture training, and men 
of practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time page 
rate, $110; 26 ‘times, $75. Agency commission, 
15%. Subscription price, $2. Write for sample 
copy, rate card, circulation statement and copy 
survey. Publish also annually Seed Trade Buyers’ 
Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 
(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 


expenditure soqountnately, eaiiies dollars. Much of for- 
eign equipment purcha: in United States. Monthly 
publication gives +a a] 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers, Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, mai it, commercial 
practices. New modern cover, new typography, 
enamel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Cupertion. 608 S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry’s news and articles ond plant, traffic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers. 

plant men, chief operators, wire — and linemen. 
Subscription $3 Der year. Type page, 7x10. Circu- 
lation, 5,815, divided: Bell Companies, 868; inde- 
pendent companies, 4,947. All regular advertisers 


anne and buyers of material. Advertising rates, 
pow mn | copy and breakdown circulation statement on 


Tractors 


FARM IMPLEMENT NEWS 


431 S. Dearhorn St., Chicago. Established 1882. 
For the trade in farm operating equipment, includ- 
ing implemenis, hardware, tractors, tractor equip- 
ment, engines, lubricants and motor trucks. Issued 
bi-weekly. chard. A ames 10 days precedin 

Type page size, 10%. One-time rate, $1 120. 
Member A. B, The only national paper in the 
general tractor field. Far i on tractor 
equipment advertising. Read by all tractor manu- 
facturers. Has national jobber and distributor cir- 
culation. Dealers circulation covers best tractor ter- 
Lo Also issues Tractor Field Book annual 
uly. 


Industrial 
expositions 


March 5-8. Fifth Packaging Ex- 
position, Palmer House, Chicago. 


March 11-15. 12th Annual Meeting 
American Society of Bakery Engi- 
neers, Edgewater Beach Hotel, Chi- 
cago. Victor E. Marx, secretary. 


April 2-4. National Association of 
Sheet Metal Workers at Netherland 
Plaza Hotel, Cincinnati. w, 
Markle, 429 Fourth Avenue, Pitts- 
burgh, secretary. 


April 8-13. 11th Southern Textile 
Exposition, Greenville, S.C. 


April 22-26. 3lst Annual Knitting 
Arts Exposition under auspices Na- 
tional Association of Hosiery Man- 
ufacturers, Commercial Museum, Phil- 
adelphia. 


May 6-8. Master Boiler Makers’ As- 
sociation, Chicago. A. Stiglmeier, 29 
Parkwood St., Albany, N. Y. 


May 20-21. Annual Convention 
Heating, Piping & Air Conditioning 
Contractors National Association, Ho- 
tel Gibson, Cincinnati. 


May 20-23. National Association 


Purchasing Agents and Information 
Show, New York. G. A. Renard, 11 
Park Place, New York. 


June 4-6. National Warm Air 
Heating and Air Conditioning asso- 
ciation at Deshler-Wallich Hotel, 
Columbus, O. Allen W. Williams, 
managing director, 50 Broad St., 
Columbus, O. 


June 24-28. 38th Annual Meeting 
American Society for Testing Mate- 
rials, Book-Cadillac Hotel, Detroit, 
Mich. 


Big Industrial 
Account to Morgan 


Morgan Advertising Company, 
Mansfield, O., has been appointed 
to handle the advertising of Inter- 
national-Stacey Corporation, Colum- 
bus, O. The organization is made 
up-of the International Derrick and 
Equipment Company and Roots-Con- 
norsville Blower Company. 

Products are oil well production 
equipment, well drilling equipment, 
airport and airway equipment, elec- 
tric power transmisson structures, 
etc. 


Dairy Show in 1936 


The ninth Dairy Industries Expo- 
sition will be held in October, 1936, 
the Dairy and Ice Cream Machinery 
and Supplies Association, Inc., New 
York, has announced. The last was 
held in 1934. 


Here’s Another Vital Service 
to N. I. A.A. Members 


As a buyer and user of business-paper space, you want, need, must have the 
answers to these five questions. The N.I.A.A. can give them to you—and only 
the N.I.A.A. Here are the questions. Weigh them well... . 


1. How can we recognize a Puff Sheet and make sure that our organi- 
zation avoids the loss of money to this racket? 


2. When a publisher employs a threat of blacklisting with important 
customers or large groups of organized people whose good will is 
essential to the success of our product, unless we come across with 
an advertisement, how can we avoid paying tribute and still not 
suffer dire consequences? 


3. Are the rates we pay for advertising as low as the rates granted to 
any other advertiser for an equivalent schedule of space? 


4. Upon what should a publisher base acceptance or rejection of 
editorial material or news releases? 


5. How can advertisers best protect themselves against unfavorable 
discrimination by publishers with whom they deal? 


The N.I.A.A. Committee on Media Relations is ready to answer these questions 


for every member of the Association. 


disadvantage. 


Outsiders, naturally, are at a distinct 


All the more reason to belong; but only one of the many reasons. Make up 
your mind to look into this association today—the only organized group for the 
advancement of industrial advertising and industrial advertising men. You are 
losing time, money, prestige by being on the outside. Your letter to the address 
below will bring you explicit information. 


National Industrial Advertisers Association, Ine. 
537 SOUTH DEARBORN STREET, CHICAGO, ILLINOIS 


BOSTON 
CINCINNATI 


CHICAGO 


CHAPTERS IN: 
NEW YORK 


CLEVELAND MILWAUKEE 


PHILADELPHIA 


ST. LOUIS 
PITTSBURGH 


51 NEW MEMBERS SINCE SEPTEMBER—GET IN THE SWIM! 
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March 2, 1935 


NO RULE FOR 
BEST KIND OF 
ADVERTISING 


E. D. Winius Suggests Study 
of Fundamentals 


St. Louis, Mo., March 1.—There is 
no straight-edge rule that may be 
followed in selecting the best kind 
of advertising for industrial prod- 
ucts, Enno D. Winius, president, 
Anfenger Advertising Agency, Inc., 
asserted in a recent talk before the 
Industrial Marketing Council of St. 
Louis. The real skill in advertising 
management and advertising plan- 
ning, he declared, comes in under- 
standing the fundamentaals of ad- 
vertising and selling and having 
ability and penetration enough to 
pick out that form of advertising 
which is best suited to the partic- 
ular case in hand. 

Mr. Winius also advanced the 
thought that advertising executives 
are frequently too eager to “launch 
some advertising” before they have 
a clear conception of the problem 
and the market to be attacked, with 
the result that returns are often 
meager for the amount expended, 
whereas an analysis of prospective 
buyers may have suggested a more 
conservative effort with a lower cost 
for the forthcoming business. In il- 
lustration he cited instances where 
the conventional type of form let- 
ter actually produced a larger vol- 
ume of direct business than much 
more expensive mailing pieces. 

Talking in terms of fundamentals, 
he traced the evolution of advertis- 
ing in its various forms, basing his 
remarks on the axiom “Advertising 
is Salesmanship.” He said: 


Starts With Sales Letter 


“First, the evolution of personal 
salesmanship to advertising takes 
place through the medium of the per- 
sonally dictated sales letter. For 
example, suppose that your firm had 
just finished with a piece of equip- 
ment it used in the manufacturing 
process, and wanted to sell it. The 
first thing you would do would be to 
try to think of some other firm who 
could use such a piece of equipment. 
Having determined on a logical pros- 
pect, the next choice you have to 
make is between sending a salesman 
to present the machine for sale, or 
writing a personal letter. 

“Let us assume you choose the 
latter course. After you have care- 
fully dictated and perhaps rewritten 
the letter a couple of times, you get 
an idea that perhaps there are 15 
concerns who might be interested in 
this piece of equipment, so you dupli- 
cate it 15 times and send it out. 


Evolution of Advertising 


“The original letter was sales cor- 
respondence. The minute you dupli- 
cate it and send it to a lot of people 
it becomes a direct mail effort. Going 
back to this original example, you 
suddenly get the idea that perhaps 
some mailing list catalog would sug- 
gest general lists to whom this letter 
could properly go in the hope of sell- 
ing the equipment. Then you be- 
gin to broadcast or ‘advertise’ in 
earnest. 

“This fundamental series of steps 
or processes takes place in indus- 
trial advertising, when you are try- 


FORECAST OF INDUSTRIAL ACTIVITY FOR 1935 


Industry Classifications 


Auto Manufacturers and Allied Industries. 
Manufacturers of Blowers, Compressors, Pumps 


and Gas Engines. 


1934 
Equals Average 1935 
100% Percentage 
100% 115 3 
100% 114 2. 
100% 114 3. 
Guns. 
100% 118 4. 
tric 
100% 122 5. 
100% 123 6. 
100% 118 7 
100% 122 8 
listed. 
100% 122 9. 
100% 124 10. 
100% 115 11 
100% 109 12. 


Cash Registers, Typewriters, 


Sewing Machines, 


Electrical Manufacturers, such as General Elec- 
and Westinghouse. 

Hardware Manufacturers. 

Machine Tool Manufacturers. 

. Railroad Repair Shops and Locomotive Builders. 
$. Industrial Machinery of all kinds not otherwise 


Farm and Agricultural Machinery. 
Government—Arsenals, 
. General Business as a whole. 

Vocational Schools and Colleges. 


Naval Depots, ete. 


Result of survey conducted by Cincinnati Milling Machine and 
Cincinnati Grinders, Inc., among a selected group of companies and 


economists. 


ing to sell the commodities your fac- 
tory makes. You send salesmen. 
You may use personally dictated in- 
dividual sales letters, the first step 
away from personal salesmanship. 
From there the evolution to broad- 
cast mailings or letters to general 
lists is easy. 

“It is just another step from there 
to printed and illustrated selling lit- 
erature. From there you step into 
trade and industrial publications, be- 
cause in the final analysis they are 
direct-mail advertising, too. 


Where Publications Differ 


“They go to lists. They go at reg- 
ular intervals. The main difference 
between them, fundamentally speak- 
ing, and your own direct mail is that 
the editor has provided some inter- 
esting reading matter to engross the 
attention of the subscriber to the 
magazine, and you share the adver- 
tising value in the mailing with the 
other advertisers in the publication. 

“By following this fundamental 
evolution it should be reasonably 
easy for the competent analyst to de- 
termine which kind of advertising is 
best for his particular purpose, and 
right here I want to say that there 
is no one concise, all-embracing an- 
swer to the question of what form 
of advertising is best.” 

Among the things Mr. Winius has 
discovered in his experience is that 
the letter form of direct mail adver- 
tising should be considered first. He 
never recommends the use of printed 
material when a letter will convey 
the message equally well. Business 
has standardized on the 8%x11 let- 
ter form. If the prospect gets a lot 
of mail, he soon falls into the habit 
of dividing it into two piles—letters 
on one pile and circulars on the 
other. 


Letters Get Attention 


He gives the letters primary atten- 
tion. He sets the circulars aside for 
a more careful perusal at leisure. 
All too often that leisure never 
comes, the circulars get a few days 
or a few weeks old, the man is ap- 
palled at the amount of time it will 
take to go through them all, so he 
settles the whole issue by dumping 
the lot into the wastebasket. 

“Therefore, in using a letter you 
are more apt to get your message in 
with the correspondence which the 
prospect considers immediately,” he 
contended. 

“By seeming to give such a hearty 
endorsement to sales letters, I do not 
wish it to appear that I am against 
the use of direct mail pieces,’ Mr. 
Winius cautioned. “Again going back 
to fundamentals, the sale of some 
commodities cannot be accomplished 
so well in letters as in circulars for 
the very simple reason that illustra- 
tions and eye appeal are vitally im- 
portant factors to consider. 

“When the product you are selling 
has a feature which can better be 
shown by pictures than described in 


and Valve Seat Grinding” 


self-serviced fleets of ten or more automotive vehicles are reached 


FLEET OWNER 
90 West St., New York, N. Y. 
A summary has been made of the returns to a questionnaire on “Valve 


appeared in a recent issue. 
the summary will be sent, without charge, upon request. 


y by 


A copy of 


words, by all means use an illus- 
trated folder or booklet. But don’t 
ever get up mailing pieces and 
strain yourself to think up an ade- 
quate illustration. If the right idea 
for an illustration is too hard to 
originate, the difficulty lies in the 
fact that you are trying to think of 
an illustration for the illustration’s 
sake, and had better stick to a letter 
and do a better job of selling. 

“Of course, there is a compromise 
between letters and broadsides. One 
of the most effective things we have 
ever found is to get up folders, 
when required, in letterhead size, 
illustrate them profusely with good 
cuts, describe the proposition in de- 
tail, and in general go hard after an 
order. Use a letter attached to the 
folder, in order to get the mailing 
into the prospect's correspondence 
classification. 

“Don’t attempt to sell anything in 
the letter except the idea of reading 
the enclosed piece. Point out in the 
letter all the advantages to the 
buyer of going carefully into the at- 
tached circular, and depend on it 
to do the selling job. Four-page let- 
ters are also effective for this same 
purpose, particularly in view of the 
availability of paper stock which 
permits a letter to be written on the 
front on white, with the inside of 
the circular coated in colors or not, 
as may be required for a particular 
purpose. 

“This is intended to be one ex- 
ample of how the right kind of ad- 
vertising used at the right time in 
the right way for the right product 
will succeed. The plain truth is that 
all kinds of advertising are good for 
some things. The real trick comes in 
picking out the right time. 

“As in medicine, virtually all pre- 
scriptions known are in the Ameri- 
can pharmacopoeia—the skill of the 
doctor comes in diagnosing the case 
and writing the right prescription 
for the right patient in the right 
quantities.” 


Scanlon Has Agency 


at Norristown, Pa. 


M. W. Scanlon has established the 
Seanlon Industrial Advertising Ag- 
ency in the Norristown-Penn Trust 
Bidg., Norristown, Pa. Mr. Scanlon 
has conducted an agency at Oreland, 
Pa. 

He is well known in the industrial 
field as a former representative of 
business papers. He was formerly 
in charge of the San Francisco ad- 
vertising department of Westing- 
house Electric & Mfg. Company. 


Weikel Is Promoted 
by Bethlehem Steel 


C. H. H. Weikel has been ap- 
pointed manager of the commercial 
research and industrial department 
of Bethlehem Steel Company, Beth- 
lehem, Pa. 

He has been associated with the 
company’s sales division since 1930, 
giving special study to industrial 
planning and market extension prob- 
lems. 


T. P. A. Studies Movies 

Technical Publicity Association, 
New York, witnessed a demonstra- 
tion of modern technique in making 
moving pictures at its February 
meeting. Western Electric Company 
was the host. 


“Southern Plumber” 
Reduces Its Rates 


A new rate card, embodying a re- 
duction in advertising rates, has 


been issued by Southern Plumber, 
New Orleans. 
The new one-time page rate is $50. 


FEBRUARY ADVERTISING VOLUME FOR INDUSTRIAL, | 
TRADE AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies 


Pages *Pages 
1935 1934 1935 1934 
Industrial Group | Ea ee 64 62 
American Architect ...... 23 g | Railway Age (w)......... 121 120 
American Builder & Build- Railway Purchase & Stores 31 21 
NR 33 41 | Roads & Streets........... 37 33 
American Machinist (bi-w) 133 116| Rock Products ........... 36 36 
Architectural Forum ..... 41 s9| Southern Power Journal... 34 24 
Architectural Record...... 43 34 | Steel CW) «0. eee cere eeee 120 83 
Architecture ...........-- 16 14 . Ri. , are 224 240 
Automotive Industries (w) 116 83 | Waterworks & Sewerage... 21 12 
Bakers’ Helper (bi-w)..... 96 103 | Water Works Engineering 
Brick & Clay Record...... ne 8 0 45044 
Bus Transportation ...... 67 48 | The Wood-Worker ........ 25 25 
Ceramic Industry ......... 48 35 ss aaa 
Chemical & Metallurgical ME bbc tche nod bhoece® 3,601 3,129 
Engineering ..........-- 105 77 Trade Group 
CE cece ccbcbeces cee 56 53 
Confectioners Journal..... 32 35 anenee Druggist es eth se 90 
: ae : merican Exporter........ 130 118 
Construction Methods .... 48 31 : ; , 
abies 103 104 Automobile Topics (w)... 33 30 
Wiectric Traction.......... 12 g | Automobile Trade Journal. 66 59 
Tastelenh pert SERSS SE se 18 14 Boot & Shoe Recorder (w) 132 140 
Electrical World (w)...... ot 100/"Ge Seam Nowe ana ‘ 
2 ome Appliances ....... 1: 8 
—— ing & Mining 53 gg |Commercial Car Journal... 44 24 
Sastneeting Mows-Record Domestic Engineering .... 61 63 
. (w) " ‘ 167 147 Farm Implement News.... 41 34 
Factory Management & Hardware Age (bi-w) elpeh 133 116 
oat Siete 94 80 + elers Circular-Keystone 63 134 
_— ooo ie geal kabel Ys ae Ln cence. *ceeec seh cba kes 73 66 
Food Industries icon. °* ‘| National Grocers Bulletin. 30 28 
pe ee Rai & es > | Southern Automotive Jour- 
ee ee re cent iad = ED 6-5 dai ate Sal Deu bes 31 39 
aa oa Ventilating 25 »4 | Southern Hardware....... 47 44 
The Iron Age (w)......... 236 182 97 > 
Machine Design .......... Te SO ee a 
NT POL OTE CTL ET ECT 103 83 Class Group 
— ; ty tag ring & , ,. | American Funeral Director 42 41 
Shipping Age ........... 32 <6 | Dental Survey ............ 86 80 
_ ¢ i tia cca wakewke tls 87 55 | Hospital Management.. 28 25 
Mi upplies ........s2s6. 58 36 | Hotel Monthly ........ 26 28 
National Petroleum News | Oral NN ins eS cle Saw ora.e 103 107 
CUD cer nsreviicecerseoess *107 85 | Traffic World (w)......... 60 62 
National Provisioner (w).. 116 99 omseumal 
Oil & Gas Journal (w)..... 150 110 iene esses eeenewiee 345 343 
The Paper Industry........ 42 35 
Paper Trade Journal...... 4132 129 *Feb. 27 issue estimated. 
yy By rrr 21 25 +Estimated—Special review number 
Bat & Quarry... .osseeqeess 37 34 |published February each year. 
SRP Pee eee 109 105 tJewelers Circular only. 
Power Plant Engineering. 58 44 §No issue. 


Reflects 


Chicago, March 
volume figures released today for 
February issues indicate that the 
steady upturn in industrial and trade 
paper lineage started last year is con- 
tinuing. In the industrial group, 
the 51 papers reporting carried 472 
more pages of advertising than in 
1934, a gain of 15.1 per cent. For the 
first two months of the year, the total 
was 7,354 pages, compared with 6,127 
pages for 1934, a gain of 20 per cent. 

In the trade group of 15 papers, 
the gain for the month was 88 pages, 

9.8 per cent over February, 1934. 
The two months’ total in this classi- 
fication is 2,212 for 1935 and 1,904 
for 1934, an increase of 16.1 per cent. 

Six publications in the class group 
reported volume for February in both 
years practically the same. The 
total for the comparative two-months 
period in 1935 and 1934 shows 675 
pages carried this year, against 667 
carried last year. 


1.— Advertising 


Correction 


In the February 2 issue, the tabu- 
lation for January advertising should 


E.1. A. Plans Program 
Full Year Ahead 


The 1935 program of Eastern In- 
dustrial Advertisers, Philadelphia, 
has been completed. The February 
meeting was devoted to market an- 
alysis and other meetings are sched- 
uled as follows: 

March, “Mechanics of Industrial 
Advertising”; April, “Checking Re- 
sults of Industrial Advertising”; 
May, “Selling Advertising to the 
Sales Department”; June, annual 
outing. 

George W. Keller, George W. Kel- 
ler Company, has been appointed 
chairman of the program committee. 
Frances M. Suarez, Philadelphia 
Quartz Company, is chairman of the 
publicity committee and Howard M. 
Buckman, Roland G. E. Ullman 
Agency, chairman of the membership 
committee. 


Keene Promoted 


A. R. Keene has been appointed 
advertising manager of Pneumatic 
Scale Company, Norfolk Downs, 
Mass., Boston suburb. Mr. Keene 
has spent 12 years with the company, 
being in the sales department for 


the last four. 


February Lineage 


Reviving 


Indastrial Activity 


have carried the headings “1935” and 
“1934” instead of “1934” and ‘1933” 
respectively. The figures under each 
heading were correct, however, ex- 
cept for Hardware Age, for which the 
correct figures are: January, 1935, 118 
pages; 1934, 78 pages; and for Heat- 
ing, Piping and Air Conditioning, 
the correct figures being—January, 
1935, 51 pages; 1934, 27 pages. 


Three N. 1. A. A. Members 


Three new members-at-large have 
affiliated with the National Industrial 
Advertisers Association. They are 
J. L. Rosenmiller, York Ice Ma- 
chinery Company, York, Pa.; J. H. 
Ashburne, Jr., Buhl Stamping Com- 
pany, Detroit; and Lloyd Ellingwood, 
Toledo Scale Company, Toledo, O. 


Clore to Medart 


Ralph H. Clore has been appointed 
general sales manager of Medart 
Company, St. Louis, manufacturer 
of power transmission machinery. 
Mr. Clore held the same post with 
United States Electrical Tool Com- 
pany. 


Conaiete ? = > he E Caeinaaih 


AUTOMATIC HEAT 
and AIR CONDITIONING field 


Tue automatic heat and air condition- 


ing field has i ~ SE 

force and buying influence, s ity le 

ers, merchandisers highest class, FROM 

MANY FIELDS, Fed by the great 
es of automatic heat and air 

conditio 

These dealers me ‘ a. rn 

ums cos: 

MATIC HEAT an CONDITIONING, 

specifically designed for, and 

every Pp uence in the fie 

— complete TRUE coverage, at low 

cos! 

Get your share of business from this alert 


field by talking to the entire field, the 


interes aggressive audience who 
AUTOMATIC HEAT and AIR” CONDI- 
TIONING. 


AUTOMATIC HEAT and AIR CONDITIONING 
1908 Prairie Avenue Chicage, ilinels 
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